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Take a good long look at this important Wheeling market. INIany 
of America's leading industries have — and liked what they saw. 
That's why they are investing 450 MILLION DOLLARS in proposed 
expenditures for the next 3 years. 

When you do take that long look you will find that the most eeo- 
nomieal and most efTeetive way of reaching the 1,409,300 people in 
the upi)er Ohio valley, having an annual ineome of TWO BILLION 
DOLLARS, is via WTRF-TV, Wheeling, W. Va. In audienee— in 
Power — in Promotion — WTRF-TV dominates. Rates, availabilities 
and market data on request. 



station worth watching'' 



Wheeling 7 , West Virginia 



wtrf'tv 

t Virainia ^^^^^^R 




For availabilities and complete 
coverage information — Call 
Hollingbery, Bob Ferguson, 
VP and General Manager, 
or Needham Smith, 
Sales Manager, 
Cedar 2-7777. 



reaching a market that's reaching ; 





316,000 watts 
>5* . Equipped for network color 



new importance! 



W P E N 

PHILADELPHIA 



Would like to express appreciation to the following wonderful 
people who helped us introduce our new personalities to the 
New York agencies at our recent reception. 



TONl ARDEN 


DICK JACOBS 


RUSSELL ARMS 


MORGANA KING 


EILEEN BARTON 


EDDIE LAWRENCE 


CAROLE BENNETT 


DENISE LOR 


TONY BENNETT 


GISELLE Mackenzie 


POLLY BERGEN 


MITCH MILLER 


MONA CAROL 


LOU MONTE 


DOROTHY COLLINS 


JAYE P. MORGAN 


JILL COREY 


JOE REISMAN 


SAMMY DAVIS. JR. 


EILEEN RODGERS 


dejohn sisters 


DICK ROMAN 


STUART FOSTER 


JIMMY SAUNDERS 


GEORGE HAMILTON IV 


LuANN SIMMS 


BILL HAYES 


SYLVIA SYMS 


RICHARD HAYMAN 


TONY TRAVIS 


AL HIBBLER 


ANDY WILLIAMS 



REPRESENTED NATIONALLY BY GILL PERN A, INC. Neiv York, Chicago, Los Angeles, San Francisco 
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DIGEST OF ARTICLES 



10 key questions sponsors must answer 

25 ana's spring meeting next week, "liot" tv-radio issues will be dis- 
cussed in informal admen's gathering-. Here's idea swapjjing background 

Is the creative man obsolete? 

30 

Agency board chairman Joseph Katz is convinced "factual orientation" 
will never replace creativity — even in the super agency of the 1960's 

How tv built Los Angeles' biggest carpet business 

32 '^'^'itli just one store, Al Terrence shot from $182,000 to $3.25 million 
in five years. Tv buys range from expose show to Bishop Fulton Sheen 



SUMMER SELLING: 1957 

What's been happening to the franchise? 

36 An ironic reversal in franchise thinking is occurring in tv and radio. 
SPONSOR delves into it and other factors influencing summer 1957 

Summer tv and radio facts 

39 

Summer and winter listening and viewing patterns, set production 
figures and billings shed light on this summer's advertising pattern 



FEATURES 

22 .19th and Madison 

SI New and Renew 

54 News & Idea Wrap-lTp 

5 Newsmaker of the Week 
68 Reps at "^'ork 
48 Sponsor Asks 
18 Sponsor Backstage 



64 Sponsor Hears 
9 Spon-^or-Scope 
72 Sponsor Speaks 
52 Spot Buys 
72 Ten Second Spots 
14 Timebuyers at Work 
70 Tv and Radio Newsmakers 
61 Washington Week 



In Next Week's Issue 

Monthly tv cost and programing Comparagraph 

Features include average costs by network program types; cost-per-1000 
for top 10 nighttime and daytime network shows; spot television basics 

Spot radio's untapped hours 

What is the case for spot radio outside the most popular early morning, 
and later afternoon hours. Answer will include facts and reasoning 
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KTHS (LITTLE ROCK) 

Warbles Sweetly at Jenny Lind (Ark 



NCS No. 2 — DAYTIME DAILY 





KTHS 


Station B 


50% — 100% counties 


4 


2 


25% — 50% counties 


37 


18 


10% — 100%. counties 


55 


42 





KTHS. 50,000 watts, is l);isic CHS Hadio in Little 
Rock. It does a tremendous job there — and its 
big voice also readies nearly all tbe State — iiudud- 
ing little Jenny Lind (Ark.) ! 

Your Branluun r("presentati\ e can give you all tbe 
facts on KTIIS — vour BIG BUY in Arkansas! 



KTHS 



50,000 Watts 
CBS Radio 
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? iROADCASTING FROM 

: LITTLE ROCK, ARKANSAS 

Represented by The Bronhom Co. 

Inder Same Management as KWKH, Shreveport 

Henry Cloy, Executive Vice President 
B. G. Robertson, Generof Alonoger 



Latest Nielsen figures show KTHS with Weekly Day- 
time circulotion of 62 counties and over 120,000 
listening families. NCS No. 2 — November, 1956. 
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A 

DOLLAR 

will go 
a long way 
these days on 




WHO Radio! 



Take 8 a.m. to 72 fioon as an example . . • 



'HEN you consider what's happened to the 
purchasing power of the dollar, it's mighty im- 
pressive to see what a buck will still buy in 
national spot radio — especially JY^HO Radio! 

LET'S LOOK AT THE RECORD . . . 

On WHO Radio, a 1 -minute spot between 
8 a.m. and 12 noon will deliver 53,953 
actual Usten'tng homes. 

That's 1,136 homes for a dollar, or 1,000 
homes for $.88— ALL LISTENING TO WHO! 

That's the rock-bottom minimum. Over and 
above this proven audience, 50,000-watt WHO 
is heard by hundreds of thousands of utimeastired 
listeners, both in and outside Iowa. Bonus in- 
cludes Iowa's 573,000 car radios and 527,000 
extra home sets — plus vast audience in "Iowa 
Plus"! 



Let your PGW Colonel give you all the facts 
on WHO Radio. 

( Computations based on projecting Nielsen 
figures and 1933 Iowa Radio Audience Survey 
data ugainst our 26-tinte rate.) 

WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Des Moines 
WOC-TV, Davenport 



WHO 

for Iowa PLUS! 



Des Moines 



50,000 Watts 




Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 

Peters, Griffin, Woodward, Inc. 
National Representatiies 
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NEWSMAKER 
j of the week 



The news: Lorillunl (Jo., on hrlidlf of lis Old Cohl n'iiar- 
I'tlrs, lids just conlraclrd fur oiie-liolf hour of tiinr iitchly for IV) 
ircclis oivr 128 slulions of llie \TA film ncluork. 'I' his riuihcs 
Lorillunl (I co-sjionsor irilh Wurricr-Luiiihert I'hdntiui cutii ul Co. ulio 
was first to join A"/'//'.s celluloid ii i'b as a full hour-jirr-u cric sponsor. 

The newsmaker: Lewis Gnilicr. ()2->f;ir-(>l(l pioidcnt of 
1'. Lorillaid Co., <:;i\e up law in I')20 to become ;i salesman. His 
first selling job was for a film compan\. This week, lie is liaik in 
film on a big scale. The M) sbowings of 20th Century I'ox fea- 
tures on 12}> iS'PA stations will cost Gruber's liiie of Old Gold cig- 
arettes in the neighborhood of SIV": million. (Total cost to Loril- 
lard and Warner-Lambert is about St million I. Leiinen & Newi-ll is 
the agency for Old Golds. 

Sponsorship on the film series begins 1 April. M'A fihii network 
plans to promote it with on-air 
announcements along with adver- 
tising in various consumer and 
trade publications. 

At present. Lorillard is co-spon- 
soring just two network tv sbous: 
Jackie Gleason for Old Golds and 
$64,000 Challenge for Kents. both 
on ens TV. Last year, in spot tv, 
the company invested S2,l 18,700 
for their tobacco products. Its 
venture this season as co-spon- 
sors of Walter Winchell at NBC 
was short-lived. 

Gruber, who moved into the presidencv in August of last year 
from the position of vice president and director of sales, is a recog- 
nized sales and marketing strategist in the tobacco fiehb \\ hat cir- 
cumstances lead him into this feature film purchase? 

The year 1956 found the cigarette industry ahead of 1955. Con- 
sumption of cigarettes was up 2'~c: production up with 424.2 
billion cigarettes manufactured b\ all makers. Yet Lorillard fell 
behind. Sales dropped from S228.268.392 in 1955 to S203.280.417 
in 1956. Net earnings for Lorillard last \ear were S2. 076.202 under 
the \ear before. Net earnings per common share of the compan\ s 
stock went down from S2.07 in 1955 to SI. 3 I in 1956. Perhaps the 
tv popularity of features appears to be a good base for a come-back. 

It may also give them flexibilitN in marketing. Commercials 
will be integrated on film and Lorillard will be able to niake changes 
on individual stations. In certain markets, filter cigarettes outsell 
the regulars, while in others the reverse holds true. In still others, 
the king-size enjoy big sales. Old Gold makes all three t\pes. No 
longer in their current tv commercials are they advertised as a 
"family ' (of three dancing packs). Thev are even featured sep- 
arately in some print ads. ^o the NTA film network mav be used 
to promote the best selling Old Gold type in a given market. ^ 




Lewis Gruber 





ATLANTA 

DAIRY 
SALES 
UP 20% 



J. D. Gay, Generol Monoger 
MISS GEORGIA DAIRIES, INC. 

of Atlonta, 
proises The Cisco Kid: 

^'So/es ore currently 
running appraximotely 
20% above normal from 
the same number of 
wholesale occounts . . . 
Cisco opened doors for 
us to put our products in 
one of the largest chains 
in this area . . As long 
OS The Cisco Kid is 
ovailoble os o tv show. 
Miss Georgia Dairies, 
Inc. will be praud to 
sponsor it." 

Ask to see more success slonej of 

THE WORIPS 6REATEST SALESMANI 

"THE CISCO KID" 
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"\ii'/vn Coirriii^c Sliidy ^2, ii/Hlatiitl to 57 



Thcivs moiv fo Florida! 

Its fine ) car- roll ml ui-dllicr is ccrldiiih one o/ tlir jmtors tluit iiuiLr 
I'loridd II iKilioii'.s jjhn <:rniiii</. IUil-l)\ ussiiriii<: \riir-riiiiiiil .sliijijuiif: 
and lii^li labor i>r()(lurtii ity- Its rliiiuitc oho lirlps nioLc northern 
Florida one of the H ealthiest, J<istcst <:roit uifs iniliistnal eoinplexes. 

riicivs J(irlxS()iirill(\ for iiisldiicc 

...huh of northern Florida's S l/>Ot)J)l)().t)()() market. Here, pcifcri 
n eother. perfect location, preferential frcif(lit rates, plentiful capital 
and excellent hanhinc^ facilities create an ideal elintnte for business. 
Served by 93 steamship and motor freight lines. .7 railroads and .7 
airlines. Jacksonville is "the point nliere all major carriers converge 
to form a giant distribution and service center. ' 

and WMnitry is the Ley to this market, yortlicrn 

Florida's first and only VHF station. IVM lili-Tl' commands 272.~)0() 
television families in 67 Florida and Georgia connties"-and five and 
a half times die average audience of its competition.'" 




Channel 4. Jacksonv ill, WMWWW 
operated l>\ The Washington Post Broadcast Division 
Represented by CBS Television .'^pot .^ales 





IT'S A FACT! With the right two -WFBG-TV, Altoona, and 
Pittsburgh — you get 76,701 more TV homes. In this area — day 
and night — seven days a week —WFBG-TV delivers average 
audiences SO.l^c greater than Johnstown; 71.4% more 
quarter-hour firsts. Your BLAlR-TVman has the proof: ARB, 
November 1956; ARB Altoona Coverage Study, March 1956. 

ONLY BASIC CBS'TV STATION SERVING THE AREA altoona, Pennsylvania 

Channel 10 

ABC-TV • NBC-TV 
Represenfed by BLAIR-TV 

operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 
WFIL-AM.FM.TV. Philadelphia, Pa. / WNBF-AM.FM.TV. Binghamton, N. Y. 
WHGB-AM. Harrisburg, pa./WFBG- AM • TV. Altoona, Pa./WNHC-AM • FM • TV. ^ew Haven-Hartford, Conn. 
National Sales Office, 485 Lexington Avenue, New York 17, New York 




8 



SPONSOR • 9 MARCH 1957 



Moil .sif^ni/iaiiil tv anil rudut 

tint s iij llw nrfl: u ith intiT\nrttttitin 

til drplh fur liiis\ rriidrrs 



SPONSOR-SCOPE 



Copyright 1957 Tli'ts wfi'k. as f(ir iiiativ. voit Tould hear tliP familiar ritaiit about tticdiocrp tifw network 

•ONSOR PUBLICATIONS INC. (y progratiis. tlte Irvpliiip of ainlicncP''. and cvor tnoutttitip price taf."?. What ihu-a it por- 

triul? Paradoxirallv tlii«: 

Tlir f:ill tv outlook has a »lori»hMny hralthy friow — so liealthy tliat lOrJT-.^B 
prohiihly has another rrrord in the liajr. 

Madison Avrnur is lu-ttinp on the bullish state of tlir union. The president of one of 
tlip four top agencies lias this rap^ule outlook: 

"Wlien the gross national product looks like .?140 liillion. compared to last year's S412, 
you can count on a wlioppinc share for advertising." 

Put another uav: Wliru tlir rronnmy is hig. atlvrrtisiug is hig and thinks hig. 
Tliat means Iv :nnl radio — thr tonnage media. 

Thr radio nrtworks are iindrr mounting pressiirr from agencies to produrc 
data romparing thr rost-prr-rommorrial-miniitr of network vs. spot. 

Although a little material of this nature has been furnished, the networks understandably 
are reluctant to get thcmselyes out on this risky limb. 
Tlie reasons for their hesitanec hoi] down to: 

• Comparative figures of this kind invite distortions because the materials aren't exactly 
comparable. 

• The networks have rnoneli proldrms with their affiliates without taking on anv new 
ones. 

Here's w-hv acencie? are pushinc for cost comparisons: 

Thev can talk to the client about the prestice. nualitv. and itnitv of network programing, 
but when it gets down to brass taeks thr rlieut ^vants to know what's thr difTrronrr in 
cost per commercial impression. 

CRS TA'^'s latest home-office executive realiTnment has this main purpose: 
To ffivr administrative v.n.s William Lodcr and William Hvlan rnonch timr 
to join thr manaermrnt tram wixh network prrsldrnt ^VTrrlr .Tonrs and programing 
rxrriitivr v.n. TTuhhell Robinson. 

Heretofore, they have been tied dowTi eloselv to the dav-to-dav chores of engineering- 
station relation? and sales. 

So the move is desisned to gain Irrway for thinking, planning and intrmal 
eommiinication. 

Other promotions: Edward P. Shurick to v.p. — director of station relations and Thoma* 
Dawson, v.p.. netivork sales. 



fion. 



V&G may rxpand its tv nrtwork program slrinir to inrliidr thr $64,000 Qiips- 

Altemate sponsorship with Revlon becomes available in Tune. 
Time and show costs add up to ?77.000 per broadcast. 



CBS Radio's nrw rate card is due out next week (the .37th in 28 vears). 
The card lists the new nighttime rates (2/.3 of daytime) and readjusted prices for 
segmented programing. 



When and if General Foods decides to a. Id McCann-Erickson to its list of agencies, 
Swansdo^m will be the initial account. 
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SPONSOR-SCOPE continue . . 



With a deep scowl the New York Times' Jack Gould last Sunday charged that "the 
misinterpretation of (ratings) is a major blight on the medium. . . . Already there is a 
new promotional gimmick known as 'the Trendex tour.' It calls for a star of a program 
to make a personal appearance at the right time in those cities that Trendex surveys." 

Comments like these bring new life to an old question: 

Would the appointment of a "Judge Landis" end the tv program rating 
muddle? 

Responsible researehers don't think so. They agree that present reports seem 
conflicting, lead to interpretation headaches and give the devil a chance to quote scriptures. 
However, thev don't think a "Judge Landis" would work, either, because: 

• It's been fried before. Tn 1930. agencies and advertisers set up the Cooperative 
Analysis of Broadcasting fCrosslev reports) to take network radio's pulse. Eventual dissen- 
sion killed it. 

• More recent efforts to push standards for the rating serviees haven't caused 
mueh cxeitement. 

• TTie trouble with a single. Landis-like ratinpr system, say the cynics, is that it produce* 
too many losers as against only one set of winners. As is. vou stand a better chance 
of findins something to document vour case. 

• A sensible person can sensibly read what currently is available. A single system 
wouldn't pr(*vent the naive from falling into traps, anvhow. 



Ben Gedalecia. BBDO research director, is pushing a proposal that's been getting 
a lot of thought latelv among admen : 

That the radio-tv and advertisins; industries pool resources for a study on the 
relation of advertisins; effort to sales results. 

Said Gedalecia in a talk before the Radio-Tv Executives Society: 

Ratine: sen'ices are O.K for measuring imoact; but a more important effort would be a 
sound, honest attempt to delve into both success and failure stories. 



Madison A\'enue interprets P&G's abrupt cancellation of its spot tv campaign 
last week to a miscalculation at a high level. 

The starting date was 22 Januarv and the termination date was last Wednesday. 

Much rueful reflection now persists among the reps because of the mass of paper work 
that had been put into the order. It had been their impression the Prell splurge would run 
for 34 to 38 weeks. 

The cancellation doesn't affect Zest. 



NBG TVs sales operation is undergoing both a consolidation and a revamping. 

The staff selling Todav. Tonight, and Home will, according to plans, no longer func- 
tion as a separate entity but rather as part of the over-all sales department. 

The idea is that sales can sen'e agencies and clients wnth greater efiiciency when working 
as a unit. 

Under the old arrangement an^^vhere from four to seven NBC TV salesmen called on 
the larger agencies. 

Members of the ANA wll get a pre\'iew in a few days of Albert W. Frey's con- 
clusions about agency services and compensation methods. 

During the four-day session ('13-16 March) at the Homestead in Hot Springs, Va., t\'- 
radio will get frequent treatment, both formally and informally (See story this issue page 
25.) 

Westingliouse's network tv plans for next season don't include Studio One. 

Meantime McCann-Erickson has placed orders for three different periods with NBC TV. 
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SPONSOR-SCOPE continued . . . 



Who is footing the hill for network riulio's rehirthV 

As everybody knows, figures in this field are frugiiieulary. So bl'ONSOH-SCOl'K has 
compiled a hroakdown of Hpou^ors hy iiuiiihor and types of accoiiiitH. It looks like 
this: 





ABC 


CBS 


MBS 


NBC 


TOTAL 


% TOTAL 


Agriculture 


1 


0 


0 


1 


2 


(i.07o) 


Appliances 


1 


0 


1 


5 


7 


(3.57o ) 


Business-Financial 


4 


1 


0 


2 


7 


(. 5.5 7o J 


Drugs & Toilelrics 


7 


18 


7 


11 


'13 


(21.5%) 


Foods & Beverages 


11 


2o 


5 


4 


46 


(23.07o) 


liislitulioiial «5i Ueligioii 


9 


0 


10 


11 


30 


(15.0%) 


iMiscellaiieous 


2 


3 


0 


1 


6 


(3.0%) 


Soaps ii Household Items 


'J 


13 


7 


1 


30 


(15.07o) 


lobacco-Cigarettes 


1 


3 


3 


3 


10 


(5.0%) 


Iransporlatiou-Fuel 


5 


1 


2 


11 


19 


(9.5%) 


TOTAL ACCOUNTS 


50 


65 


37) 


50 


200 


(100%) 


iSole: Dollar figures, of 


course. 


are not 


availahl 


e — nor 


do the networks show much 



sign of getting together on a coiniiion reporting system. Bear that iu mind when )ou look at 
the table above. For example, there aren't very many tobacco-cigarette accounts (probably 
because there are so few makers in those fields), but the dollar figure could be big. 



Media planners shouldn't expeel the FCC's deinterniLxture plana in tv to go 
into immediate effeel. 

For example, the machinery it will take to convert a show-cause order into an actual move 
for \\ RGB, ^cheiiectad), into another spectrum will be complicated. You can bank on a lot of 
skirmishing — before the FCC and in the courts. 

For instance, the management of WRGB (owned hy GE) is quoted as prepared 
to fight, even though the same company's v.p. Dr. W. R. G. Baker has long leaned toward 
deinterniixture generally. 

Watch SPO.NSOU'a WASHLNGTON WEEK page for latest deinterniixture dc- 
velopmenta and dates of FCC orders. 

The adman, contemplating a late evening huy, may have wondered where the 
population (over 10 years old) is at 11 p.m. 

A clue can be found in a study J. A. Ward, Inc., did for Mutual in 1954. It showed 
these activities (average of seven nights a week) : 

PEOPLE AT HOME ASLEEP _ 56,800,000 

PEOPLE AT HOME AWAKE 59,400,000 

PEOPLE OUT OF HOME IN CARS 7,900,000 

PEOPLE OUT OF HOME NOT IN CARS 17.500,000 



American Tobacco in 1956 outdistanced K. J. Reynolds in gross sales hy 
§125,000,000 hut ran §10 million bchin:l in net income. 

The comparison, as shown by their annual reports: 

American Tobacco: sales, $1,083,000,000; net income, S52.000.000. 

R. J. Rev-nolds: sales, 8957,000,000; net income, $62,000,000. 

A major tv user's success story: the Gillette Co. in 1956 had a net income just 
about equal to what it paid for Toni and Paper Mate. 

In its annual report Gillette said it had paid np the full $20,496,037 purchase price for 
Toni and the 815,100,523 for Paper Mate. 

Gillette's 1956 net sales were $200,714,707: net income was $31,541-,594. 
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SPONSOR-SCOPE continued 



It's rare these plush days to see the No. 1 salesmen of several networks calling 
on clients and prospects in distant areas, remaining on the road from two to three 
weeks. 

Yet that's what NBC executive v.p. Rohcrt Kintner and ABC TV's Ollie Treyz 
are doing. 

They have been popping up in such spots as Cincinnati, Louisville, Detroit, Grand 
Rapids, Cleveland, and St. Louis, proclaiming: 

• How programing schedules are heing realigned and the shows available. 

• The methods hy which the client can buy into these shows. 

Treyz hagged an important piece of husiness: A 52- week renewal for all ABC 
TV's current Dodge-Plymouth advertising — worth about $10 million in time billings. 

The hoxscore on ABC TV's recent sales for fall or earlier: 

Frank Sinatra _ ^ Chesterfield Mike Wallace Philip Morris 

Pat Boone Chevrolet O. S. S. Mennen 

Zorro Philip Morris Telephone Time AT&T 



Y&R's explanation of Singer's decision to cancel out of Playhouse 90 is: 
The account is not happy with this type of multiple sponsorship; the program iden- 
tity is not easy to merchandise; so Singer feels it's better off with a show of its own. 
Singer previously had alternated on Four Star Playhouse. 



CBS Radio is taking the story of network radio's resurgence to the West Coast. 

Sales v.p. John Karol and network sales manager Ben Lockridge are making the 
rounds of Coast clients and agencies. Between them they've picked up some good prospects 
for small packages. 

Meanwhile, the CBS network has sold Simoniz nine five-minute news-sports segments 
Thursday-through-Sunday. Simoniz through Tathum-Laird, also bought $154,000 (net) worth 
of Monitor on NBC. 



Notes on the major soft drink makers, now getting set for the thirst season: 

• Coca-Cola, a major user of spot advertising, reached a new high in gallon sales 
and profits in 1956, with the new king and family size bottles contributing substantially to 
the record. Net before taxes was $60.8 million — $2.7 better than for 1955. 

• PepsiCola has started to plug its "hostess" family-sized bottle in spot and news- 
papers — all leading up to the main fireworks on the Hammerstein-Rodgers version of Cinder- 
ella (CBS TV) 31 March. 



Si Fabian, veteran in the field of film theatre operation, thinks that the opening of 
Hollywood's vaults to tv has quickened the theatre opportunities for quality films. 

The president of Stanley-Warner Corp. told a convention of theatremen in Kansas City 
that tv is: 

"Educating a vast public in the differences between hastily produced television 
shows and the completely satisfying entertainment available in motion picture 
theatres." 



For other news coverage in this issue, see iNewsmaker of the Week, page 5; New 
and Renew, page 51; Spot Buys, page 52; News and Idea Wrap-up, page 54; Washington 
Week, page 61; SPONSOR Hears, 64; and Tv and Radio Newsmakers, page 70. 
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WHB . . . stronger than ever! 

The new surveys all give new evidence of 
leadership as WHB enters its 3rd year of 
complete and utter dominance of the Kansas 
City market! 

WluMi you >('(• tlio brniul new fijrurcs at tho ritrlit. yt)u sec: 

1. New skubstautiation of W llB's coiitimiiiiir domiuanoc of 
Kansas City radio. 

2. Ainplo reason why WllH has been able to compile its en- 
viable results reeord of renewal among its largest 
billing accounts. 

WIIH is unmistakably Kansas City's results station, as well 
as top audience station. Talk to the man from Blair, or get 
the new .lata from Will? Ceueral .Manafjer GEORGE W. 
ARMSTRONG. 



WHB 



in.ODO ,ratts — T10 k<s. 

Kansas City, Missouri 




Latest 

AREA NIELSEN— Dec, 
7956 

WHB is first in every time pcritMl. 
.Monday-Friday, G a.m.-O p.m., with 
4.")'^r share of "Total Station Audi- 
ence." 

Latest 

PULSE— Nov.-Dec, 7956 

W1115 is fir>t all day ami night. WllH 
is first in 300 out of 3()() fiuarter-hours. 
In and out of home, Monday-Friday, 
f) a.m. to midnight. 

Latest 
HOOPER 

WIIH is Iirst in "JlU out of 'ICA (piartrr 
hours. 7 a.m.-G i).in.. .Monday thru 
Saturday. October, 1 9.i()-)amiary, 
19.i7. WllB is lir>t in ■>hare of audi- 
ence with all-day average, 7 a.m.- 
0 J). in. Saturday. Jan. -Feb., l!i.")7. 

Latest 

TRENDEX— Jon., 7957 

WUR is Iirst all day. with AlA'^r aver- 
asje >h:ire of andieucr'. ^ a.ni.-G p.m., 
.Moiidav through Saturdav, January-, 
in.')7. 




Today's Radio for Today's Selling 



WDCY 

Minneapol!s-St. Paul 



WHB 

Kansas City 



WQAM 

Miami 



Represented by John Blair Cr Co. 



President: 
TODD STORZ 

KOWH WTIX 

Omaha New Orleans 

Represented by Adam Young Inc. 
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NIELSEN SURVEY 

PROVES 

KTBS-TV 

LEADS 




K!TBIS--a!Vl 




""MONTHLY COVERAGE 

Homes Reached, 136,S60 

A Bonus of 6,740 over Station B 

TELEVISION HOMES 

in KTBS-TV Area 157,980 

A Bonus of 13,1 20 over Station B 

•N.C.S. No. 2, Spring 1956 

KTBS*7|> 

CHANNEL 




SHREVEPORT 
LOUISIANA 

E. NEWTON WRAY. President & Gen. Mg. 

NBC and ABC 

Represented by 



Edward Petry & Co., Inc. 

W TOta • CMKMD - AlUM* • MTMM • tM ANCUn - MM MAIKtlCO • H tOWt 



1 1 




Timebuyers 
at work 




Bob Cleckler, Young & Rubicam, New York, comments: "The 
brand image factor is a rather new approach to the understanding of 
the public's appreciation of a product. A pronounced image tells 
us two things: ll) what people think of a person who uses the 
brand; and (2) what the person himself thinks about the connection 
between himself and the product. 
Actually, this imagery factor was 
engineered for producing copy 
themes, but it should ser\e as an 
important guide to the media man 
for coordinating the appeals with 
the exact media. This takes some 
of the unnecessary slide rule ac- 
tivity out of slide rule selection, 
yet preserves a scientific approach. 
Research can tell us about a prod- 
uct from which a copy idea can 
be drawn, ^"ith this campaign in 

mind, media can take its objectives and mold them into a strategy 
which will serve the image. A clear picture behind the mask of a 
product could also aid in selection of talent to suit the desired me- 
dium or it might serse to identify a special group which can only be 
reached by a specific medium. Any changes in the image will have 
to be reflected in media use. Consequently, flexibility is important.'' 

John M. Kinseila, business manager for radio-tv, ^IcCann-Erick- 
son, Cleveland, comments: "One of our most interesting local ac- 
counts is Lyon Tailors. The chain of 10 stores sells custom made 
clothing. We want to reach adults and boys in their teens, but 
women, too. because they exert a big influence on buying. We settle 

for 60-40 men and women or \ ice 
\ersa: with either we're happy. 
You can t be that specific anyway, 
especially on saturation drives. At 
the peak of our six yearly cam- 
paigns, we place 35 one minute 
e.t. s daily during the high traffic 
hours of 7 to 9 a.m.. noon to 1 and 
3 to 5 p.m. Radio is an excel- 
lent medium when there is mutual 
understanding between advertiser 
and station. Kinseila says, and 
'"we let the station know in 
advance of L\on's basic plans. Radio is used as a separate medium, 
rather than as a supplement, because it reaches a large audience at 
a low cost.'' In the first three months of Lyon's use of radio last fall, 
sales went up 30^ r. The listening public was sold so big on the 
concept of a custom-made suit at a relativeh lower price (S55 to 
S75) that Lyon Tailors had to change its approach to retailing. 
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Top Pulse and ARB Ratings Show 




I 



THA 




Sheriff of Cochise 




Produced for NTA by 



Starring John Bromfield 




1 



1 syndicated show 
ON MINNEAPOLIS' WCCO 
with 1 9.3 (ARB, Dec.) 



^ 1 syndicuied sho^ 
IN PORTLAND, ME.'s WC5 
with 25.3 (Pulse, Nov.' 



^ 1 syndicated show 
IN EL PASO KROD 
with 36.3 (ARB, Dec.) 



SRIPTION: An action-packed bang-op 
'Vestern that's sure-fire for ail the family. A 
<; n police show with a Western twang that 
t last seen sure was going places. 



^ 1 syndicated show 
IN CHICAGO WNBQ 
with 16.8 (ARB, Jan.) 



^ 1 syndicated show 
ON DETROIT'S V/WJ 
with 21 .9 (Pulse, Jan.) 



^ 1 syndicated show 
IN PROVIDENCE WPRi 
with 28.5 (Pulse, Jar 



BIG REWARD to those who can place this 
terrific show, with the big following, in their mar- 
kets, a few of which are still available. For full 
details, phone, wire, write or /asso us todayf 





You Can'f Head Him Off - So Beffer Join Him 
in the Markets Available! Reach, Pardner, for... 



AT/OXAL ThLEFJLM ASSOCIATES, IXC. 

60 W. 55th STREET • NEW YORK 19, N. Y. • PHONE: PLAZA 7-2100 



En rou/e to you from NTA are six wonderful new half-hour TV series produced by those two studios 
with the Olympic-like track records— 20th Century-Fox and Desilu Productions. 

They've applied all their skill and experience to create six— count 'em— six brilliant new TV offerings. 
And more will follow shortly. 

Whatever your preference — mystery, adventure, comedy, romance — you'll find them all in this in- 
spired half-dozen from these two truly great producers. Alert program buyers and advertisers keen 
to the fabulous success of Desilu-NTA's "The Sheriff of Cochise" (detailed on the preceding page), 
won't let much grass grow under their feet. 

They'll get in touch with NTA now... to arrange for previews of the latest Big Six to emerge from 
NTA. And how do you do that? Why, it's simple! Just phone, wire or write NTA today. Since audi- 
ences went that-a-way for "The Sheriff of Cochise," go this-a-way for the new ones from NTA! 




"""''"9 Oct- 



WAR'*"' 



V,ovi TO '^''IV 



success thoMKY- 



rocK<^-- comedy ; , 

^""^ 1< three beout.fo\ 9'^»^ 

{or someone 



<or 



. v/ho' 



e — 
■ \ooded. 



Hearf-vyarming 



ANYTHING, INC. 

A broke ond unemployed 
guy ond his gol, without 
speciol skills of ony kind, 
odver/ise thot they will do 
onything to corn o dollor. 
People then come to ihem 
with odd ond remorkoble 
jobs. High in homon in/eresl. 




°OOoo( 



'Ooo 



„• ' ""^ con,edy 20,/, 

' ''e^ own. 



OOo 



oo 



Ooo 



Co, 




'"wo e^-F.B I „ 
"'^"'^e'ves in „ -^^'ob/.-s/, 

on ^^''-'^ 
''""^ '■--'.•9o,in. ' 



RIKKI OF THE ISLANDS 

High-powered odventures of on 
eleven-yeor-old in the \ung\e, 
depicted with o motorlty tho, 
y,)\\ oppeol to the entire fom,\y. 
A tropicol Tom Sowyer, Rikk. 
offers big merchondising oppor- 
tunities. 



. . . plus 4 more big 
ones coming 




Arrange preview dates now.' Today, phone, wire or write: 



A: 



CHICAGO 



ATIOXAL JELEFILM ^DISSOCIATES, IXC. 

60 W. 55th STREET • NEW YORK 19, N. Y. • PHONE: PLAZA 7-2100 
HOLLYWOOD • TORONTO • MEMPHIS • BOSTON • MINNEAPOLIS 



by Joe Csida 
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Radio is zooming up on a rocket 

The spot radio figures recently released by 
the Stcition Representatives Association (which 
show an increase of 24.5% for 1956 over 1955, 
or $149,921,000 worth in '56 as against $120,- 
400,000 worth the year previous) — these figures 
are exciting to be sure. But much more exciting 
is to bit the road for a first-hand view of the 
thriving, rocket-zooming radio business. Those 
record-shattering figures really come to life! 

As this is written 1 have just completed a tour of 10 cities, namely 
St. Louis, Indianapolis, Milwaukee, Chicago, Cleveland, Akron, 
Columbus, Dayton, Cincinnati and Detroit. In these 10 towns 1 
visited 59 radio and^or tv stations and had more or less lengthy 
conversations with a total of 106 station managers, program direc- 
tors, disk jockeys, librarians and other assorted radio-tv practi- 
tioners. I sat in at least two score studios in stations, ranging from 
250 watts to 50kw, and watched and listened as disk jockeys, news 
commentators, women broadcasters and others did their shows and 
read commercials. Without reverting to the statistical, I would 
guess that spot radio growth in 1957 will be bigger than in 1956. 

Only a minority of stations are "over-spotting" 

There is no question that a small minoritv of stations are over- 
loading their shows with spots. I saw and beard them do it. One 
1,000 watter I visited has a morning record show, which runs three 
hours, a])art from a half-hour of news. This show is presently car- 
r) ing more than 60 spots. 1 nmst stress again, however, that this 
type of station is in the distinct minority. As a matter of fact no 
more than a half dozen of the 59 stations I called upon could be 
said to be cluttering up their programs with excessive commercials. 

William Esty and any other agency which is concerned with this 
problem ma\ save themsehes considerable investigating time, effort 
and mone) . At least in the Midwest area I co\ ered. their spots are 
being handled capably and ronscientioush by the broadcasters. To 
begin with the whole question of overloading a show with spots must 
be viewed from other angles than the mere numerical consideration. 
An observer catching enough radio personalities doing enough dif- 
ferent shows will (]uickly realize that too many spots on one show 
ma\ easih be quite a comfortable number on another. The best of 
the disk jocke\s or news commentators or women s show stars can 
handle a seemingly- excessi\ e number of commercial messages in a 
gi\en brief span of time and make each of them attractive, palatable 
and comineing. The worst of the same kind of personalities can 
make a single spot sound obtrusive and irritating. This goes double, 
of course, for the transcribed S])ots supplied stations by agencies. 
More than ever before in broadcasting's history is it necessary for 
agencies to use ingenuitv in the preparation of their transcribed 
spots. For more than ever before are the spots not only competing 
with the entertainment facets of the programs but with each other. 



CALL HOLLINSBERY CO. 
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pa's resting on his laurels! There ain't nothin'else 

to rest on yet. But jes' you wait. Ma's been tuned to KXLA and she's gettin' 
notions about beddin'down the brood in modern contraptions. 
WTiether it's beddin', eatin', or what-nots, you'll sell millions of these folks with 
KXLA, most listened to 24-hour country and western music station. 



10,000 watts covering the greater Los Angeles market 




5000 

LIVELY WATTS 



20 to 1 power in the 
Central Michigan area. 



WHS 



24 hour broadcasting schedule- 
Local and national news 26 times 
a day. 




2nd busiest market in Michigan 
— 12th busiest market in the 
nation*. 



♦Consumer Markets 





Sponsor backstage continued . . . 



h is truly remarkable what the most talented of the personalities 
can do Avith their shoAVs and their advertisers. In Cleveland, for 
example, disk jockeys are snowed under A\'ith personal visits from 
recording artists. While I Avas there Eddy Arnold, Joe Venuti, 
George Hamilton IV, Boh Whalen, George Melachrino, the Four 
Esrjuires and Roger Williams were all circulating from station to 
station seeking on-the-air interviews Avith the tOAvn's leading jockeys. 

The same situation concerning recording artists prevails in other 
toAvns such as Detroit, Chicago, Cincinnati and St. Louis, and in 
these cities, too, jockeys like Ed iMcKenzie, Robin Seymour, Don 
McLeod and Hob MaxAvell in Detroit: HoAvard Miller, Jim Louns- 
bury, Eddie Hubbard and Jack Brickhouse in Chicago; Nelson King, 
J?ex Dale, Bill Dawes and Ron Dunn in Cincinnati; Gil Newsome 
and Ed Bonner in St. Louis — record men like these spice up their 
programs Avith interesting chats Avith the stars, play the music their 
listeners Avant to hear, yet do a most forceful and intelligent job of 
selling their spot sponsors' merchandise and serA^ices. 

Enterprise and enthusiasm for radio is overpov^ering 

Another fact strikes you as you make the sAving around a half 
hundred stations: The enterprise and enthusiasm Avhich made radio 
the great medium it is, took it through the first shattering impact of 
television's entrance upon the scene — this enthusiasm and enter- 
prise is still much in evidence. SherAvood Gordon, for example, 
Avho OAvns the Gordon Broadcasting Corp., operating WSAI in Cin- 
cinnati, and WILD, Birmingham, played us a tape he had just re- 
corded in Warrior, Ala. It Avas an intervieAV Avith a 105-year-old 
ex-slave named Will Sloan. The slaA'e's tales of his boyhood, his 
experiences in a coal mine, his philosophy of life Avere utterly ab- 
sorbing. Gordon Avas more excited about this taped intervieAV than 
he might have been if every one of the station s accounts had signed 
10-year extensions on their contracts. 

On the television side 1 Avas struck once again a\ ith the tremendous 
degree of effectiveness of much local programing. On W^T]\IJ-TV, 
Mihvaukee. for example, a homey, cornball program featuring Gor- 
don Hinkley and the Hot Shots is a standout rating-getter. In 
Detroit Gil NeAVSome does one of the smoothest all-around music 
shoAvs seen on a tv screen anyAvhere. In Chicago HoAvard Miller 
runs a truly authoritative and fascinating video stanza Avhich can be 
enjoyed as much A'ia ear only, as via ear and eye. Jim Lounsbury's 
teen-age shoA\' in Chicago is another Avinner, as is Ed McKenzie's 
similar stanza in Detroit. In Cleveland Bill Randle has a solid, 
entertainment-packed half hour. In Columbus a squat little lady 
named Sally FloAvers does a fascinating and fabulous selling job in 
the Monday through Friday 6.30 to 7 p.m. spot on WLW-C. But 
maybe the greatest example of all is the vastly talented Ruth Lyons 
on WLWT-TV in Cincinnati. Miss Lyons plays to a live audience of 
100 people a day Avho pay $1.25 each for a luncheon run off shoAV 
time. Miss L}ons' show runs from 12 to 1:30 daily, Monday 
through Fridav, and if vou should Avant to attend the shoAv you 
Avould be able to pick up a ticket for four } ears from now! That is 
hoAV far in advance the shoAV is sold out. 1 knoAV Miss Lyons once 
had a crack at network. 1 don't knoA\' A\hy she didn't catch on but 
1 seriously doubt Avhether it A\ as her fault. 1 think she's one of the 
smartest showmen, and most efTectiAe salesmen 1 have ever had the 
pleasure of Avatcliing. ^ 




1320 KC Represented Nationally by 
Venard, Rintoul & McConnell, Inc. 
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Whatever i-eixn't you like best, yon can unc it lo \>ny i)rinie avail- 
abilities in many first-plaee sey'nients on WDiiY. 

Make sure you buy Minneapolis-St. Paul -with new andienee data. Don't 
imrsue obi, out-dated infornuUion, which won't tell you, for example, 
that Trendex now has WDGY in first place in audience morning, after- 
noon, and all day. 

Storz Station pro^'rammin<r has brought drastic ebanu-e to the Twin 
Cities audience picture, so much so that wlnitevor survey you jirefer. 
you're in for a good time when you buy WIXiY. (.'(uisult Ulair, or 
talk new fip-ures with WDGY General ^lanajj-er Steve Labunski. 



WDGY 



50, 000 iratts and a 

nearly po-fect-circic daytime signal 

MINNEAPOLIS-ST. PAUL 



The Storz Stations 



's Radio for Today's Selling 



^^day 



WDGY WHB 

Minneapolis-St. Paul Kansas City 

Represented by John Blair £. Co. 



WQAM 

Miami 



TODD STORZ, 

President 




KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Adam Young Inc. 



SPONSOR • 9 MARCH 1957 



21 




Handy Bookmark Series 











I 









Keep your place 
in Los Angeles 

with KTTV 



''4 BeP^'-"'"' 



all' 



49th a 
Madisoi 



Soot like billboards 

Max Tendrich's thesis in the February 
23 issue on "Why not sell spot like 
billboards?" was a most interesting 
proposition. Although such a device 
would undoubtedly meet opposition 
from many quarters and would take a 
great deal of refining, basically, I 
believe it has great merit. Its advant- 
ages appear to outweigh its disad- 
vantages. \\\juld like to see more on 
the subject. 

Your new magazine format is a 
great improvement. Keep up the 
excellent work. 

A. E. Johnson, media broadcasting 
facilities direct-or. Need ham, Louis 
& Brorby, Chicago 

I wish to take exception to Max Tend- 
rich's interesting article (23 Febru- 
ary) "Why not sell spot like bill- 
boards?". 

In my opinion, there are three basic 
fallacies in the development of Mr. 
Tendrich's theory — an assumption that 
the guaranteed audience plan is suit- 
able for a majority of clients, an over- 
emphasis on the difficulties of buying 
spot, and a feeling that a "billboard- 
style ' system could be worked out 
satisfactorily. 

Outdoor posting is sold in packages 
of "showings" for one basic reason: 
it is an inherently inflexible medium 
(with respect to audience selection) 
and is therefore readily standardized. 

Regardless of the term "mass ap- 
peal item", there are relatively few 
advertisers who want to reach every- 
body. Through intelligent time buying 
we can, in today's market, build 
schedules to fit the specific audience 
requirements of each product. There 
are many clients who avoid outdoor 
solely because posting lacks this flexi- 
bilitv. For the advertiser who does 
■want everybody, there are run of 
schedule packages. 

Also there is usually more than one 
station in a market. NCS indicates 
that we cannot in a single month, 
saturate the average city using only 
one station. Under the proposed 
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s\stnii therefore llicre eniiM l>e im 
^llell tliiuj; ;i "lOO'/ >lin\\iii;;" willi- 
Diit :i iiiiilti->latiiiii 

riie iiiillinr >eems iiiidiiK cdIiici iit'd 
t)\cr tlie ili|]ic'iilt\ i>f |)l;iciiig 
>elie(liil(-^. 'I'lie l)ii\er-ii 'c-cliciil-ii e- 
luiM'i clwiiii i> -eldoiii iiecc>>.;ir\ in aii- 
iioiiiicemciit hiuiiijj;. A well lr;iiiH(l 
and iiiti'llijiciil hiiyr. operalinj; willi 
a ve;di>tie dejirce of aiilliorilx , can 
ii>iiiall\ arri\e at excellent scliedides 
regardless of tlie ti<;lit a\ ailal>ilit\ >itii- 
ation. The four \'s ami the SI! \ are 
ciirreutK tackling the ])a|)er-\\ ork prob- 
lem. \ sim|)lification of forms and 
procedures, rather than a complete 
revision of the medium, is what is 
needed. 

Jer(>m\ 1). S|)raf;iie. linwhiiycr 
Ciinriirifcluini cQ- Walsh . \. Y. 

NCS NO. 2 problems 

1 read with a great deal of interest 
in \()nr I'ehruary 9tli issue under the 
title "."Sponsor Speaks" ahout the |)rol)- 
leni the national represeiitati\ es are 
ha\ing in hringing SCS No. 2 under 
control. 

The thing that ania/cs me is how the 
Station l\cpresentali\es" iAssocialion 
and others tr) to de\ ise a formida to 
suit their own needs instead of accept- 
ing the iNielsen Sur\ey for what it 
actually is. I never heard of news- 
papers who showed up poorK with an 
Audit Bureau of Circniation Report 
tr\ to devi>e a forniida to make them 
look good and tiien try to get the in- 
duslr\ to accept their formula. 'Hiey 
don't do it heeause it i> ridiculous 
the\ know nobody would acce|)t it. 
The same tiiinsi should hold true for 
NCS No. 2. 

'Hie real problem is that the Station 
ivepresenlalives who are so concerned 
ahout Nielsen represent juke boxes, 
and not radio stations, who don't show 
up so good whereas tlie stations with 
prestige, believeability and impact, 
who arc doing the job that radio 
sbouhi do if it is going to maintain 
the respect of its listeners, gcnerallv 
siioued up quite well. . . . 

Henrv H. Clav. exec. v. p. 

KWKIL S/ireveporl, La. 

Will spot radio cost more? 

As one of your most a\ id and meticu- 
lous readers, it is a logical develop- 
ment that I might also i)e one of vour 
most outspoken critics. 

For tiiis ue fight: .\ realistic ap- 
praisal of our medium, spot radio, in 



ridalioM to other aihcrli'^ing media. N(j 
nii-dimii in adsiTti-ing slancU cnlirel) 
;dnnc; llie\ are idl udated and |)ri)|)er 
media e\ahMtion niU'-t take thi» into 
consideration. 

I lie foregoing brief |)rcand)lc re- 
garding the article in the l'el)rnar\ 
H)lli is-ne of si'oxsoK entitled "Why 
S|)ot Kadio Will i'.n^i jon More in 
l').")7.'' This i>. an e\( client article, well 
written and rcdeeling good reporting. 
llowe\fr. in our o|)inion. it doesn't go 
ijiiile far enough. 

The article might Iwne been better 
titled: "Willi Smart Ihuing. Spot Ka- 
dio Will Cost Von Lrss in I^T." The 
(le\ (dopmenl of more saturation plans, 
lowered-cost nighttime and week end-, 
all o|)en nj) opportunities at lower cost 
to bu\ large and responsi\e audienco 
at e\en greater cfTieicncy than hereto- 
fore. A survey conducted for one large 
national acKertiser showed how his 
co-l audience e(]ieicnev could be in- 
creased 91';. 

During 1956. dO""; of the news- 
|)apcrs in the conntr\ increased their 
(iat line rates. The average increase 
was ai)out ]'2'r, ranging from about 
2*"? to 50''r. In spot radio, the a\er- 
age minute rate change in 19.36 was 
-(-6'?. Tlie above facts are compiled 
by Standard Rate & Data Service. 

ProhabK the most extensive media 
comparison ever conducted was the 
201 AliBI Studies between spot radio 
and spot newspapers. The same dollars 
were spent sinmltancously in each me- 
dium advertising tlie identical mer- 
chandise. The o\cr-all composite of 
these 201 tests showed that spot radio 
both out-pulled and ont-sold spot news- 
papers! Tiiis was really the acid test 
of media efTectiveness (we know that 
liiis is not the onlv measurement of 
their advertising value). 

We believe in a fair handling of 
rate protection policies, and as the ar- 
ticle acknowledged, rapid growth situ- 
ations with certain radio stations re- 
cpiire shorter protection. However, 
there was no mention of the fact that 
newspaper rate protection is generalK 
60 to 90 da\s: magazines 90 days. 

Everyone interested in spot radio 
should see to it that it continues to be 
a fine advertising value for the client. 
However, lets get our perspective 
straightened out and look at this me- 
dium in relationship to other media . . . 

Robert E. Eastman, exec. v. p. 
John Blair & Company 
i\ew York. A . 1 . 



WITHOUT A "PEER 



in the Rockford Area! 




IN THIS $ BILLION-PLUS 
SALES EMPIRE WREX-TV 
IS THE KING SALESMAN 

The Rockford TV Area — Illinois' 1 st market 
outside Chicago — Is 400,195 families 
strong, with 52,357,080,000 income. It 
embraces rich farm counties whose cities 
house Industrial gionts like General Motors, 
Fairbanks-Morse, Parker Pen, Burgess Bot- 
tery, Sundstrand . . . and show sales Indexes 
like Rockford's 158, Beloit's 151, Janes- 
vllle's 153, DeKalb's 184, Freeporf's 176, 
Dixon's 203. Soles total $1,706,962,000, 
overage $4,265 per family — $447 obove 
average. 

The most recent viewership survey ogain 
shows WREX-TV as the favorite, by better 
than 3 to 1. It's fovored by advertisers 
too ... for Its consistent results, at much 
lower cost per thousand. 

J. M. BAISCH, GENERAL MANAGER 
Represenled by H. R. TELEVISION, Inc. 



CHANNEL 13 

......NO.S 
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Sales curves go blasting upward in the "clustered" 
Milky Way Market, powered by WBTW's 
unduplicated coverage. 

Examine closely the impressive market created 
by WBTW coverage . . . clusters of bustling, 
prosperous communities orbited around Florence. 

Compare carefully the 75-mile area population 
of Florence with these other Southern markets.-* 

Florence — 1,338,600 
Augusta — 1 ,01 5,200 Miami — 1 ,1 51 ,700 

Tampa-St. Petersburg — 1,105,000 Charleston — 484,500 

Act decisively. Call your nearest CBS Television Spot Sales 
office now. 

* — 1956 Survey of Buying Power 
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1. 

2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 



How ran ^piui-or- limit tlic ri-k* in t\ -how M-li-ctioii 

Arc tv friiuclii-ies -.till all important 

How can \oii get mort- niilcape out of commercial-:' 

VI here arc tv show co>ts heading:, and how fa-t? 

How shonhl NCS No. 2 be to evahiate eo-t-pcr-1000? 

Are ?;pon*or-; over-cmpha^izin;: certain time -lots in radio/ 

Where is da>time television headed? 

How do yon pet the mo-t out of the new network radio? 
Will Detroit's eo-op dropout influence other industri<'s? 
How can alternate-week sponsors w ork together IjcsI ? 




10 KEY QUESTIONS 
SPONSORS MUST ANSWER 

ANA meeting next week at the Hoinesteatl, Hot Springs, Va., will 

be elianee for idea swapping on air media i^sue^ like these 



\ nuMiihers going to the Honiestead in Hot 
Springs. \ a., next week for their annual found 
of ^eininarj are ronfronted with the nio^t 
nainic market and media changes in ^\NA's li- 
near hi#tor\ . The complexities of radio and 
television today would lia\e confounded their 
forefathers when they fu>t met in 1910. 

Some of today's issues, such as the agency 
compensation question, will he taken up in the 
formal sessions scheduled during the four-dav 
meeting. But nian\ fruitful exchanges of ideas 
and know-how at such advertising meetings will 
occur ( as in the 1910 era I during informal sessions 
where iii(li\idnal W \ members exchause ideas. 



It's jjrincipalN a- backgrounding lor the-e 
informal idea -wapping-ses-ions that sroN^oR 
put into focus 10 current air media i-- ue~ start- 
ing next page). The-e are 10 of the (|ue-lion- 
ad\erlisers nm>t face now. on the «'\e of fall 
l>u\ ing (hx isions. 

When alternate-week spoii-ors. for in-tance. 
meet on the llome-tead golf links. the\"ie likel\ 
to talk ratings, co-t- and time franchise-, and 
possihU in that order. simn-or'- up-to-date 
anal\si> of these and other cpiestions come at a 
time. incidentalK . when fleei-ions invoh ing both 
tele\isioii and radio are being made earlier than in 
an\ re( ent period in the hi-tor\ of the air media. 
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With fall buying already begun, 

most sponsors are thinking about television 

show costs, time franchise strategy 



I. llow can sipoiisors limit tlio 
risks in sliou selection? 

Clients are far from alone lofhi) in 
llieir roiu-crn about t\ ing up large 
eliuuks of inoiie\ for a "pig-iu-a-poke 
Iv series. IVetworks and iiulepeuflent 
packagers hotli seek a formula for re- 
(hiring llie risk the t\ program sponsor 
must assume when he contracts for a 
new show. 

One plan networks as well as major 
tv adverliscrs are pushing is the 26- 
or even lo-week conlrarl for film 
serie-. Of course, there are stumbling 
blocks. 

First, it s rougher for the film pack- 
ager to amortize his initial investment 
through reruns if he's left with 26 
rather than 39 weeks of a series in the 
can. 

SecoiulK. SAC requires a minimum 
26-\veek contract for players. Still, 
it's cheaper for the ad\ertiser lo pay 
26 weeks of talent costs without actu- 
ally producing the last shows in a 
floundering film series than to have 
to pay for the entire production. 

One solution agencies have been 
talking up: a penalty lo be paid b\ the 
advertiser if he does not pick up the 
option for a series beyond the first 26 
weeks. With the penally, a producer 
would be indemnified in pari for the 
shorter contract without lK)osting the 
show cost j)er film provided the option 
is picked up for a third 13-week c\cle. 

Another risk-reducing step is one 
it^p agencies ha\e been taking in be- 
half of the sponsor. They've been buv- 
ing shows on a new basis, working 
close to the independent packager or 
the network from the time the show 
is conceived. Result : ( 1 ) They get 
greater control of the formal and 
actual show contents: and (2) thev 
can put to work the showmanship 
agency tv executives have acquired 
through the years. 

Since filmed situation comedies had 
the highest rate of mortality in the 
fall season just past, some agency tv 
v.p.'s have considered a new" method 
of production: putting such situation 
comedies on live for the first few weeks 
and transposing them to film when 
the format has been audience-tested. 



2. Arc tv time franchises still 
all-ini[>(>rt:uit? 

There's been a partial shift this 
season from a seller's toward a buyer's 
market in network tv. And ciianees 
of the nighttime network tv situation 
loosening up further are increasing for 
next fall w illi ABC lA s increasing 
stature. 

Even today the tv time franchise 
has begun to lose importance. Any 
time j)eriod is no longer the insurance 
policy it was in earlier tv days or in 
the big show era of network radio. Tv 
programing just doesii t have the dur- 
abilit) of radio j)rograming. 

1 he \alue of a lime period depends 
not oidy upon the appeal of the show 
in it but also upon the shows on the 
two networks opposite and the shows 
leading in and out of that program. 
There's less point today in banging on 
to an 8:00-8:30 p.m. period on one 
network when the network opposite 



might be plaiming to put in its strong- 
est new show against it. 

Another factor that is helping to 
change the lime franchise concept is 
the cost of Iv show>. which created an 
alternate-week sponsorship pattern. 
I oda\ such long-time franchises as 
Lux Video Theater are breaking down 
with Lever Bros, offering half the 
show for alternate-week sponsorship. 

In spot tv. the situation is different. 
Xighltime spot tv buying is still tight, 
and man) buyers expect this will con- 
tinue until the near-freeze on new tv 
stations is resolved. 

3. How can yoii get more mile- 
ape out of eoniniereials? 

In contrast with the bulk of new tv 
programing, tv commercials hit a 
particularl) creative plane in the cur- 
rent season. These are some of the 
trends and techniques causing most 
talk: 

1. Budgets for commercials are in- 
creasing. While film commercials on 
the average still tend to account for 
or so of the sponsor's tv show- 
cost, clients have been setting aside 
larger chunks of money for more 



Highlights of the 13-16 March ANA meeting 



Wednesday: Norman Strouse, pre^id*-!!!, J. \^"aher Thompson, will 
di>'cuss "The Seven Areas of Opporlunity" based on a S600 billion econ- 
omy in '67./lrving Kahn, president, TelePrompTer, will talk about new 
techniques for "Group Communications" and what they can do to liven 
up company, sales and dealer meetings. He'll demonstrate techniques. 

Thursday: "^ly Best Ad and \'ihy" will be presented by a panel of 
ANA members, whose advertising case histories will reveal the planning 
behind their most successful campaigns./"How Do You Rate with 
\^'omen?" will be a luncheon feature on adverlising to women, presented 
by Margarel Carson, Foote, Cone & Belding, with examples of pitfalls. 

Friday: "\^V11 Manage — Somehow" will be both a skit and presenta- 
tion of material admen can use now in planning, organizing and evalu- 
ating their advertising program./" \^ hat You Can Expect from the ANA 
Study of Agency Services and Compensation .Methods" is an interim 
report by Prof. Albert Frey, Darlmoulh. on the new ANA project. 

Saturday: "How Tomorrow's Advertising and Marketing Implications 
Affect I's Today" is a special off-the-record preview of a new presenla- 
ti<m by Yale I'niversity, Fortune and J. T^'alter Thompson./"The 
Agency's Role In Planning the Introduction of a New- Product" is 
Ford Motor Co.'s presentation of its $250 million Edsel venture. 
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(■I;il)()i';ilc • <»miiicici;ils in kccitiiij; with 
fiaitoraU' show pi iMiiit'tii)ii>. Tlii'-c 
Imdjn'ts iiic >()m('timc< ii^cd for ouc- 
>ii<il "s|)cciaciil;ir'' commcrciiils Midi 
iis tilt' live iint(>iniiti\ (> coiiiiiicrcinls 
for iicw-cnr iiitr()ilii(tioii>. or spt-cinl 

pi OlllotilMIS. 

2. yUrri roininprrinls arc mixinic 
tfrhniiiucx more. Coiiihiiiatioiis of Tuc- 
ni'tioii iiii(i animation or ilraiiiatic -kit 
and dociiiiieiita rv footage art' nscd to 
j;i\c coinnirn ials more xiewcr interot 
and \ aricty. 

Aficncies and prmlucers are pay- 
;Vi^ more allenliori to enlcrtaimncnt 
values. Animated larlooiis einplinsizc 
Iininorou-; cliaractcrs. I»e it tlie l'i(d> 
Drotliers or tlie I|)aiia famil\. Li\e- 
action fdni comnicrcial? are also reaili- 
ing for oiTdu'at appcni. For instance: 
the new Sehlitz eommercials. whieh 
are a iiijrhtehib seeiie done in (hinee- 
pantoniinie. 

\. Music is heini; usetl more ex- 
tcnsiiely for dramatic underscore. In 
this area there's plenty of room for 
experiment. Ho\ve\er. agencv eopv 
chiefs expect to see more tv coin- 
niercials that use music not mereh' in 



ARTICLE IN BRIEF 

Among 10 air media issues recapped 
here is new formula for reducing tv 
show risk. Trend is toward 26- or 
18 week contracts to keep sponsor 
investment down. Other key questions 
brought up to date here include costs, 
commercials, network radio, coop. 

llie jiiifilc, Itiit a> a iiiood-trcatiiif; 
n'oti\ e. 

riic <;reate>t revolution lia> conic in 
i.idio cominci (ials. Tlioe are treiuK: 

1. Radio copy ojicn evokes visual 
imagery. If the client i- also on tv. 
cop) w riter^ tr\ to lM iii<; to mind the 
actual t\ coiiiinerciiil with llic radio 
cop\. (See SI'OXSOR ASKS. |)a<:e 
18. 1 When there's no parallel Iv com- 
iiicrcial to he hroupht to mind. coj)y- 
w I iters and |)roducers tr\' to paint 
\\ ord-|)iclures with the copy and the 
sound efTects. 

2. Agencies are paying special at- 
lenlion lo casting. The stress is on 
interesting. iiuli\'idual voices that hold 
the listener. 

3. There's a trend toivards more 



rl(\l,iii alt' pi iidu< tiiin. Uicli iiin-<li';d 
liackgioiiiid- and di\ci-ilicd »ound ef- 
lc( I* .IK n*cd III tI coninicM ial- ajtaii 
anil make llirni nii'iiioiahlc. 

I. When- arc l\ .-Ikm* r(c>l>« 
Iirjidiiig. iiiiil liow f:i«l? 

1 lic\ arc »till heading ii|». Init not 
a^ lajiidlv a-, in rcc i-iit -ca^nn^. (!oii- 
*riiMis among indi'|M-iidciil |»ackagcr» 
is that the a\cragc luilfdioiir him ^liow 
can Ipc hriiiight in for Im Iwccii >.'{.'. 11(10 
and ^lO.dOO. or «.<.nii- , alio\c la-t 
\ car. 

Where "axciagc" lialf-lioni -liow^ 
are coiKcincd, iictwoik |»rogiaiiiiiig 
e\ecnli\es agree, hnt the trend i- 
toward more hour and 9<l-iiiiniile 
|)r()giamiiig. and. of cour>-e. here |»rice- 
are .-hooting nj) fa-t. I'art of the rea-oii 
is that networks, in their (•(T(jrt to a-- 
Mire higher ratings, are hiring more 
liigli-|)riced talent to prodni-e. direct, 
jjerform in these regnlarlv and inegu- 
larl) scheduled e\trn\ agan/a-. 

Again con-en^u-^ among producer- 
aiul agencie- -eeins to he that it isn't 
the rising union scale- as such, hut 
the o\er--cale talent co-ts that are 
pushing U|j the tah. 

A recent sponsor survey of top 
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Controversial agency compensation question and new trends in advertising manat 



agenc) t\ pxocuti\es indicates that 
show costs arc heading for a plateau 
this fall. Three strong networks, say 
agency radio-t\ heads, may mean an 
increase in total sets-in-use. But if 
show costs push clients' eost-per-1 ,000 
up despite such increased sets-in-usc. 
price? will prohahly le\'cl off. 

5. How shoiil«l ISCS IVo. 2 Im' 
iis<'«l to ovaliiatr cost- jMM--l, 000 V 

The question popped up in Decein- 
her and January when the new \CS 
No. 2 co\'erage data first reached 
agency suhscrihers. I'rohlein is the 
\ariety of formulae agencies use to 



eonipule cost-per-1 ,000 with NCS as a 
hase. (See 2 February 1957 sponsor). 

The cost-per- 1 ,000 depends. of 
course, on the size of a station's or 
network s audience. Agencies have dif- 
fering definitions of a station's "ef- 
fecti\e" audience, on the hasis of \CS 
circulation figures. 

Some agencies, for instance, cut off 
audience in counties that have a pene- 
tration helow the agency "s arbitrary 
ratio to home county penetration. 

Other agencies set a percentage of 
total penetration (regardless of home 
count)) as their cut-off point. In otlier 
words, thev consider "efTecti\'e" audi- 




Prof. Albert Frey works with AN \ on agency compensation study 



REPORT DUE ON THAT 15% 

Problem came to fore a year ago when 4A's signed consent 
decree. At that time, ANA's committee on agency compensa- 
tion, headed b) Don Frost. 13ristol-M)ers v.p., undertook 
to reevaluate agency ser\'ices, compensation, client-agency 
relations. I'rof. Frey will give interim report 15 March. 

Client views differ considerably depending partly on the 
media used and on the degree to which account calls upon 
such extras as agency marketing counsel and research, mer- 
chandising services. Some feel that t\' show commission is 
"gra\"\" when agency doesn't package the show, just bu\s it. 

Agencies maintain that profit margin is low e\ en under In'Tc 
system because need for large, high-priced staffs in t\ and 
marketing departments particularly. They stress costh cre- 
ative work that goes into selection of a tv show package, 
top-level Q\ecuti\ e negotiations necessary for buying time. 
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ence only counties where the particu- 
lar station has a certain niinimuni 
penetration. 

One solution now being discussed 
is the formula proposed by SRA. 
Briefly, SRA suggests this formula for 
computing cost-per-1. 000 based on 
^<CS No. 2: Total weekly audience 
di\ ided by the percent of penetration 
in the home county multiplied by pro- 
gram rating equals total audience of 
the program. 

SRA feels that this formula gi\"es a 
station or network credit for its audi- 
ence regardless of its location (whether 
in a county where station is strong 
or weak) . 

6. Arc sponsors over-emphasiz- 
ing certain time slots in ra«lio? 

One of the complicating factors in 
the already complex field of buying 
spot radio is the big crush of advertis- 
ers trying to squeeze in between 7 to 
9 a.m. and in late afternoons. The 
desire for so-called "prime" time on 
the part of buyers is understandable, 
but it must be remembered that fre- 
quently a "prime'" time is created more 
by demand than by results. Todav. a 
number of radio users are beginning 
to re-examine other hours on the clock. 
And they are finding some surprising 
things. 

Nighttime radio is big. Nielsen re- 
ports 29,800,000 families listening to 
radio at night in a gi\ en Aveek. This 
is 63.4% of total U. S. radio homes. 
Of the 29.800.000 families, 26.800.- 
000 listen both day and night. A sur- 
vey by Pulse during January-Februarv 
1956 conducted in eight major mar- 
kets with a sample base of 65,000 
personal inteniews showed that radio 
sets-in-use between 6 p.m. and 9 p.m. 
average about 22.7 as contrasted 
with about 25'f sets-in-use between 6 
a.m. and 9 a.m. One of the reasons 
advanced by bu\ers for their prefer- 
ence for earlv-mornin<i slots is that 
the) are aiming at men. Yet this same 
study showed 10.5' r of those listen- 
ing from 6 through 9 in the e\"ening 
to be men as compared with 34. 5*^? 
from 6 through 9 in the morning. 

The 3 to 6 p.m. block in radio is 
not a kids and teenage audience. The 
(Please turn to page 65) 
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"^/o ANA projects reported on these pages 



HOW AIR MEDIA HAVE 
CHANGED AD MANAGEMENT 



I he plu'iiomoiial tali's im|);irl as wt-ll 
as liijj:h eslmciil cost of network l\ 
is lia\iiig iiiarkffl im|)arl on aiKi'ilis- 
iiiji iiKiiiajreinciil aiii()ii<^ lo|) s|)oiisors. 

Tliis fad is iiii|)licil in new or<:aiii- 
zational |)allerns revealed In the three- 
year ANA aihcrlisiiig iiuiiiaj:einent 
The project phus a major 
|)art in the ANA s|)rin<i nieelinj: next 
week. At that time, the first two hooks 
in a ?e\en-\ohiiiie scries on ad man- 
ajiement will he made avaihd)le h\ 
AXA to its nicnihers. 

What the three-year research has re- 
vealed ahout advertising management 
was sunnnarized in a sl'0.\SO[{ inter- 
view shortiv hefore the A\ \ coiuen- 
tion hy lUissell II. Colley. consultant to 
the AXA advertising management 
coiiiniittee: 

• Desj)ite a trend toward decentral- 
ized comj)aiiy management, network t\ 
has heen a force toward centralization 
on one le\ el of advertising organiza- 
tion. In other words, companies with 
division or product advertising mana- 
gers, today frequently also have a 
"corporate ad\ertising staff. This a|)- 
j)lies to sucli major air advertisers as 
West ingho use. Heinz, Chr\sler and 
Campbell Sou|). t(} name just a few. 

Such "corporate"' advertising direc- 
tors are able to act fast if a network 
tv program 0|)|)ortunit\ opens up. Uuy- 
ing a whole network tv show usually 
implies a budget beyond that a|i|ior- 
tioned to any one division or one prod- 
uct grou|i within a company. Hut the 
"corporate" a(]\ertising director can 
buy it and help aportion network time 
among the various divisions. 

Another corporate responsibilit\ of 
advertising directors: checking to see 
that the company as a whole gets the 
network discount due it a? result of 
se\eral buys on the same network. 

Naturall) tlieir function extends into 
areas not necessarily connected with 
network tv. For instance, the\ re al- 
ways members of the com|)an\ s com- 
mittee that cliooses a new advertising 
agency for anv of the divisions. 



• yVdvertising has gained stature in 
to|) coni|ian\ management. |)artl\ he- 
caii-e of the large financial res|)oiisi- 
hilities t\ re(|iiires. Among the bigge-t 
air media sponsors, the lo|) advertising 
executive toda\ is generally on a j)ar 
with the t()|) sales executive, rather than 
reporting lo him. Fre(jiientl\ both ad- 
vertising and sale- manager re|)()rt to 
a top-le\el marketing executive, \\ho 
coordinates sales, ad\ertising. market- 
ing and new |)roduct de\ el()|)ment. 

• Client admen get into more man- 
agement decisions and at earlier plan- 
ning stages than in |}re-t\' da\ s. For 
instance, they "re called upon while new 
products are still in the drawingboard 
j.tage because company management 
has found that in order to get the 
most out of advertising, ad\ertising 
thinking must be applied from tlie 
start. \ot only are company advertis- 
ing executives consulted about packag- 
ing, but the\ contribute io fundamen- 
tals like |iroduction schedules. 

• More and more lop coni|)anies ap- 
point the advertising director or mar- 
keting man to the profit-planning com- 
mittee. In the streamlined compaii\ 
it's rare for an advertising man to 
have to ask how much he can spend 
for the next year. Usually, he's on a 
suflTicienlly top-executive level to make 
a budget recommendation instead. 

These trends are not (piite so clear- 
cut in actual practice, Colley told 
si'O.NSOR. For instance, some com- 
panies have put a "marketing v. p. " 
into top executive position to coordi- 
nate sales and advertising. But some- 
times, this marketing man s main ad- 
vertising aim may still not ]»e con- 
sumer-directed. If lie's an ex-sales 
i7^.anager, his |)rime aim mav be ''whi]) 
lip cntluisiasni of the sales force. 

However. Colley does see advertis- 
ing men at the top management coun- 
cil table more and more these da\s. 
"With tlie shift in emphasis from pro- 
duction to marketing — and with the 
added shift in enipliasis from personal 
selling to more and more de|)endence 




R. H. Colley, ^'1 nianapcmfnl fonsiiltant 



on ad\ertising the advertising mana- 
ger is heconiing a |)art of the toj) man- 
agement team in more and more com- 
|ianies. The wave of appointments of 
advertising men to top management 
|)osts in the last \ear is |)roof of that." 

The titles of the seven proposed vol- 
umes in the seric- he prepared reveals 
the scope of the AXA's ad\ertisiiig 
nianagenient |)roject: \ ol. 1. The Job 
of the Advertisiiifi Manager: V(d. 2, 
Organization of the Advertising Func- 
tion; Vol. 3. Advertising Planning; 
Vol. 4. Advertising Budget and Cost 
Control; Vol. 5. Advertising Agency- 
Relations; \ ol. (), Advertising I'erson- 
nel Management : \ ol. 7. Measuring 
Ad vertising Effectiveness. 

The AX \ advertising management 
ctnnmitlee of 2S. under gen. chairman 
Henry Schachte. Lever Bros, advertis- 
ing \.p.. included Don Frost, v. p. in 
charge of advertising at Hristol-M\ ers. 
heading siib-conimittee on agency rela- 
tions: George Frost. Cannon Mill- ad 
manager, head tif advertising organiza- 
tion sub-conimittee: Howard Marple. 
Monsanto director of public relations, 
head of advertising personnel -ub-com- 
mittee: John Jackson. RC.\ manager 
of ad\ertising administratittn, chair- 
man of the budget-control task-force: 
Stanlev Frame. Xabisco market re- 
search director, chairman of the re- 
search committee: Cliff Saniuelson. 
General Mills ad manager, head of ad- 
vertising planning subcommittee. ^ 
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Are idea-men the Willy Lomans of advertising . . . IS 

THE 
CREATIVE 
MAN 




Agency hoard chairman Josep 



I am slightly dizzy after reading the 
article in the 1 December SPONSOR 
entitled, "A look at the super agency 
of the 1960's." The hlurh on the cover 
continues: '"One problem: Will the 
creative man fit in?" I'll tell you 
where he fits in! The creative man is 
the man who writes the ads that bring 
in the customers. And if he doesn't. 
I'll make you a present of the rest of 
the boys, including the fancy-named 
ones: The Motivation Man, The Mer- 
chandising Man. The Research Man, 
and that new guy — The Communica- 
tions Man. 

I took two Dramamines and kept on 
reading. And the onlv thins in a class 
with it that I can think of is '"How 
to get a baby without using a bed."' 
It's all worked by Automation. The 
client can just go fishing — and when 
he's finished with that, he can drop 
into the office and call for his check. 
He has nothing to do. The agency 
does everything for him — including 
counting hi? money. But even better 
— why not buy a Univac, throw in all 
the questions and get it all over with. 

SPONSOR calls it the Coimiiunications 
Revolution. "Its proponents,'" the arti- 
cle says, ''are. in many cases, still 
savoring the sound of such key words 
as 'problem solving,' "fact-orientation,' 
'data processing,' 'group action' and 
'group thinking.' without any funda- 
mental change in the agencv practice 
that is visible to the naked eye.' 

But the line that gets me is, '"How 
will the creative man fit in? ' For 
vears there seems to have been a plot 
to make him the Forgotten Man of ad- 
vertising. But he should come first, be- 
cause without the ad that sells you can 
kiss the rest goodbye. 

Now. vonr article savs. comes the 
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Joseph Katz, l)<>iii(l t liiiiriiiiiti of Just'|)lt Kiil/(i(j.. >iiii pri^fd 
.sl'f).N>c)l{ N\illi a 1 ,2l)l)-\\t)itl lelmlliil of ilic arlit lc, \ look ;il 
llie sii|)('r iijictic) of ilie ]'J6()'s" i 1 Dec.. |);i<.'t! 25). "W Iick- 
w ill llic cicaliNe tiiaii fit in?"' llic uirKle asks. I]\ ci} w licrc 
aufl a II \ will' re, Kill/ answers, Imt nni>ll\ at llio l)t'<;iiininj.' of 
tliinjis. ideas ate hasic yon taniiol creale l)y rf)iiniiittei' 




'viiic<Ml that "<j;roii|) ihiiik" will iicvor rrphu'o llio solitary man with ihv priicil 



Coiiiiiiiinitalioiis IJevoliitioti — l)rin<£inp 
in the social scientist. Coiitinuin<:. you 
write "'Tlii- lias alread) bcfjiin to hap- 
pen, and in llit" next decade |)s\eliol()- 
gists, sociologists, statistician:*, re- 
search lechtiiciaiis of all kiiuls will not 
only come into the agenc\ in larger 
iiuinhers hut will axsmne poliry-iuah- 
roU'.s." (Italics iiiine.) "Plie social 
scientist is bringing into the agenc\ 
not oiiK a new language hut a great 
adniiration for facts — or. to he more 
jMecise. validated facts." This I gotta 
see! The attem|)t to make a science of 
arhertising has heen going on for a 
long time. Progress lias heen made — 
hut outsifle of good, sensible market 
research and co|)y testing, we have a 
long wa\ to go. 

\ll o\er America there are big fat 
hooks full of figures that are gathering 
flust ver\ e\])ensi\e surve\ s but not 
one in a hundred ha? been |)ut to jirac- 
tical use. For example, one expert, as 
the result of a motivation survey, came 
to the conclusion that tlie reason 
American.- don't drink more tea is be- 
cause they ha\e a subconscious mem- 
ory of the Boston Tea Party. The Tea 
Bureau may ba\e my o]iinion on tliis 
for the ])rice of a tea bag. 

1 strongly reconiniend \ ou get a 
copy of the talk made by Charles 11. 
Hrower of RHDO at the Western 
Region Annual Meeting of the 4A's. 
entitled ''Are Copywriters People?' 
It should be a collector's item. Here 
is a section ; 

"1 know that some peo])le who sta\ 
in hotel rooms do not spend all of their 
time reading the Gideon Bible. But 
some read it . . . 

'"If, by any chance, you 0|ien the 
Gideon Bible, or any other Bible for 
that matter, you will find that the first 



\erh in this most ancient of books is 
the word 'Created'. 'In the beginning', 
it says, 'God Created the Heaven and 
the ICarth'. 

"In those distant days, God had to 
o|)erate without the advice of hniiians, 
so lie just went ahead and did the 
best lie could when He was creating. 
He had no Gallui)-liobinson to mea- 
sure the im|)act of His creation, He 
had no nK)livational research to lielj) 
Hiin decide how this job might go over 
with the public. He liadn l weighed 
His markets, nor charted His strategy, 
and there was no real gocjd way to de- 
cide about consumer reaction, because 
He liadn t gotten around \et to creat- 
ing consumers. 

"Naturally, lacking the help of mod- 
ern psychological and |)h\sical re- 
search, God was unable to do a lOC^^t 
job — not what \ou would call an A-], 
batig-up, perfect job. Physically. He 
couldn t quite bring ofT a jierfect 
globe; it's too flat around the poles. 
MechanicalK . it wobbles on its axis so 
that the star Polaris has its job onl\ 
on a temporary basis. Morally, it is 
assailed by criminals, ju\enile delin- 
fjuenls, con- men, and pro-women. Po- 
litically, it is a sordid mess. But. 
whatever it is. it uas created, and if 
God had waited for the right answer to 
come from research the chances are 
that the whole thing would still be on 
the drawing board. 

"Creation comes first. 

"God put the creative function first. 
\nd it seems to me that no riglil-lliink- 
ing agency could do less. 

'T'll admit that there are growing 
tem])lations to do otherwise. 1 read 
of the great new concept called the 
'marketing agency.' I heard about the 
great 'omnibus agency" that does all of 



n client's lliinkiiig for him -o that he 
needs oiiK count the |)r()fils. I -ee the 
gleam in the e\es of account e\eciiii\es 
a> the) ap|)roach that great fla\ when 
the guess-work goes out of ad\erli'-ing 
and research comes bounding ii|j with 
the answer to each |)er|)lexiiig f]iiestion. 

"1 hen 1 wake U|i. throw awa\ iii\ 
o])ium |)i]ie. and fiiifl that 1 am silling 
in a coniiniltee meeting clieN\iiig inv 
iieektie, tearing bits of ])a|)er. and mut- 
tering to myself: '1 ought to get out of 
here aiifl get to wf)rk." 

"I am not a lo\er of coiiiiiiiltees. 
Committees do not write, thev do riot 
])aint, they flo not bring forth inu.-ic. 
There are, lliroiiglioul our land, thou- 
sands f)f statues to the great and the 
near great. The\ were all erct lcd be- 
cause someone got sonielhiiig rlone. 
You lia\e iie\er seen a statue erected 
to a coniiiiillee. Nor will \ on ever. 

"This is |iartieularlv true of creative 
work, and esjiecialU true of ad\erlis- 
ing. The real top selling ideas cf)nie 
from indi\idual minds. Meetings 
call llieni 'hraiiislorms' or what \ou 
will — can ser\e to stin.ulale the indi- 
\idual mind. P>ul finallv . . . Usually in 
the last ])eriod of rle-peralion. one man 
or one woman comes u|) with the idea. 

"These i)eoi)le. the kind lluit pro- 
duce basic -elliiig ideas, are |>reeious 
todav. Lnles> we do something to 
|)rotect and liel|) tbeiii. llie\ will be as 
extinct a- the Passenger Piget)ii in an- 
other 10 or 20 \ears. I think we 
ought to do as mut h for llieiii a- the 
government does for the W hooping 
Crane — protect them and their nests 
against the encroacliiiieiit of rampant 
industriali/ation. \t lea-t let's tr\ to 
coiiser\e them until atom jiower or 
automation prtnes that it can do a 
better job." ^ 
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Remote telecast from store allows viewers to see size of operation, volume and quality of stock. Commercials are delivered by Mary Dean 



HOW TV BUILT THE BIGGEST CARP 

Willi jiisl one store, Al Terrence shot from $482,000 to $3.25 million 

volume in five years. Tv buys range from expose show to Bishop Sheen 



I LOS ANGELES 
ri 1944 a irrotoreycle cop named Al 
Terrence borrowed $500 from his land- 
lord to go into business. He opened 
a carpet repair and cleaning establish- 
ment ill Huntington Park, a Los y\n- 
geles suburb. 

"1 wanted to sell carpets." recalls 
Terrence. "but the major mills 
wouldn't sell to an open-front store, so 
I started by buying from dealers at 
discount." 

With a small advertising budget 
("What was left over after meeting 
overhead and payroll for two employ- 
ees"), he placed ads in Huntington 
Park newspapers, lie took in S35,000 
in 194S, spending $700 on newspajjer 
ads. 

"By \94o I had a store with a front 
on it. In 191-9 I bad a bigger store, 



but in 1950 I was still near the bottom 
of the heap." His 1950 volume: $79,- 
326.96. 

That was the year he met Bill Hun- 
ter of Hunter & Willhite. Los Angeles 
agency, which still handles his account. 
■'It was Bill who talked me into bu\- 
ing some radio and tv as a means of 
attracting customers from outside 
Huntington Park. No easy job in a 
place as spread out as Los Angeles. 
All 1 could give him to work with in 
51 was $3,000. twice m\ budget for 
newspapers that year. He put it all in 
radio." 

The first buy was a Sundav morn- 
ing \\Vstern variety program on 
KFVD (now KPOP)'. then Saturday 
and Sunday morning participations 



on KLAC. ATs volume almost tripled 
in 1951— to $219,726.83. 

In 1952 he earmarked $1,800 for 
newspaper advertising in and around 
Huntington Park and $17,500 v\hich 
Bill Hunter put into tv. 

"For most of '52," Al reports, "1 
had to be curtain raiser for the wres- 
tling matches, because first spot's the 
cheapest." 

But by Sei)tenrber he was into the 
main events and even undertook 13- 
vveek sponsorship of the Ina Ray Hut- 
ton show, another top local attraction 
of the day, on KTLA. 

Al remembers, "I agreed to $1,800 
for that first Hutton show, ev en though 
I only bad $600 in the bank. What 
could I do when it was over but take 
a sleeping pill and go right to bed?" 



32 



SPONSOR • 9 %L\RCH 1957 



\c\l .la\ lie (lid §'),()()() u.Mtli of 
litmiiicss. 

()\ ct tit<;lit. Itis Nolittttc (li>iil)lc(l to iiti 
jiNCiajic of S2,t)()() j)fr (la\ and lii' fiii- 
I<r)2 \\itli $ l.".2.()().i.t)() iiinrc 
than dotd'lc liis '51 Mditiiic. 

I'o keep on donhliiijr al lliis rale in 
an area not cavils icaclicd l)\ ino>t 
|)('o|)lt' wa-n't fioinji to In- cji-jn . lUit it 
was in 19.').'^ that ISill llnnti-r hitd his 
hraiti>lornt. and i\u\ hintulK-d their 
hiji cxixTiint'iil : a (•••inincrcial (h)ni' 
from tlic >lnn'. 

'"Von sc<'.'' ('\])lain> Mill, "it was an 
era of II\ d)\ -iiijjhts ;*ellin<i ('ar|)ets 
from swatches and rolls the\ carried 
in trucks. ^Ml Al and I could carr) to 
the slndio was a few swatches and a 
roll or two. whicit didn't put us in 
intich hetter position. , 

''I fi<;iired a li\c remote from the 
>tore wotdd f;i\e pco|)lt? a chance to 
sec what Al reail\ had in the wa\ of 
car|)els and store. W e cotild ev(^n show 
what a particular carpet would look 
like on the floor. 

■\\s alwa\s. Al was wiliiiip to let me 
trv. W'e honjiht spots diiriiif; the mov- 



ies on KTL\ and K("()i' Imi aiiM- il 
was ;in expel imeut and we needeii 
more time for tiie cominerciais," 

I -in;; tile K IL A leinole t rew, liie\ 
did their first ^pot from the store in 
June Vr^A. 

y\^'ain, Imsiness donlded t>\ ernif:lit. 

I'lie CDnttnereial done that iiif:ht was 
larj;(dj tiie one seen toda\. "\\'e'\e 
ne\er ti^cd more than one camera," 
i)ill sa\s. "witii the /oomar len* j,'i\'inf; 
us the effect of more." 

I lie camera pans rows of carpets. 
insj)ecting closciv tiie ones heiiij; fea- 
tured dnrinj; the |)itch hy |)relt\ Mar\ 
Dean t\ and radio actress, and "our 
l)e>t t\ saleswoman." accordiu"^ to 
Hunter. 

I'wo specials are offered with price- 
(juoted and shown next to the rugs, 
i.ocatioits of the rugs in the store are 
also clearly defined hy tlie camera. 

As Al ])oiiits out, "In a Inisiness 
where there are racketeers, it's impor- 
tant to show that )im ofTer legitimate 
deals on merchandise actually in your 
store. 

"That's one reason we use a woman 



on tile ( otMlMcti iai-^. ^nii\c jiot to 
-ell h.ild i>Ilt in ail e;is\ lone. \ 

woniiiii tan do liiis. \l;ir\ I)r;(i( iiil- 
il e\ci\ tiidc. A man jii-l i an t put 
■■iiiceritv ai loss when hc'» ■.clliii;.' 
hard." 

■^ix IIIMIltllv of these KMllolc- diiriicg 
till* iiio\ ie- were iiiciiiiii.' saii-s low.ird 
that goal of duiildiiig '.")2's \(d- 

uiiie. iiotli \l and I'ill agicc llii \'d 
lia\e made it if llie\'d found I'aiil 
Coates and ('.otijitlenlial tilr ;i little 
earlier. 

A! saw the show one Siimla\ iiigiit 
at ^):'M) |).iii. on KTI \. lie got on tin- 
|)lione to Mill. "This gii\ has j-nts." In- 
told iiim. "and that s tlu- kind <if a 
|)rograiii I'd like to lia\t;." 

It lta])peii(-d that the sj)oiivrM. in the 
twelfth we(-k of tin- show, iiad lo^t his 
business franchise and tlie shox^ x^;is 
available. 

I'aul's first j)rogram for Al was 0 
December 195.S. Hiat iiigiit In- did a 
li\e-aiid-filnte(l expose of tin- \aruuiii 
cleaner come-on racket in Los Aiigeli-s. 
Salesmen and victims, masked in the 
usual inaiiuer of ilie sliow. answered 



R)JSINESS IN L. A. 



Five years of growth 



Year 



19.)2 



1953 



1051 



19.i5 



1956 



Tv 



Newspapers Volume 



$ 17,500 S1.800 9 182.005 



$ 30,900 -S2.500 S 76t,619 



$110,132 S^.OOO $1,612,098 



$166,050 53,500 52.861,686 



$169,794 



?3.000 



$3,250,000 




One store operation did over S3 million volume in 1956. In 
spread-out market, tv draws cnsionier> from lUOoiilr radiiH 



9 




Latest tv venture. Lite a. U orth 
Lii-in^. with Bishop Fulton J. 'sheen 
and Paul Coatos" Confidential File 
sponsored fince '53. reach different 
audience fepmentf. provide high pro- 
gram identification for Terrencf (iarpet 
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CARPET BUSINESS continued 



Paul's low-keyed, highly-charged cjues- 
tions. 

And in three remote segments, ^ iew- 
ers shopped M s store from their liv- 
ing rooms. \e\t day they shopped it 
in person to the tune of $15,000. 

When 1953 ended four weeks later, 
Al had spent only $30,900 on tv ad\er- 
tising for the entire year, |)lus $2,500 
in two connnunity newspapers. 

"Doing the connnercials remote," 
sa\s Bill Hunter, "was like striking 
gold. The comhination of the com- 
mercials and Coates was amazing." 

From a 7.7 w hen they bought it. the 
show started to climb. So did sales. 
By the end of 1954, Coates had 
reached a peak rating of 35, often pull- 
ing in as nmch as $35,000 worth of 
business on a Monday, traditionally a 
poor sh()j)ping day. 

Al closed 195t with a volume of 
$1,612,097.87 — more than double 




Award for retail excellence from Carpet 
Institute ie? held by Terrence and Coates (1.) 



1953's $764,618.64. Tv budget in '54: 
$110,132. Newspapers: $3,000. 

When Alfred Hitchcock turned up 
opposite Coates' time slot in the fall 
of '55, it hurt the rating, but not the 
sales. About this time Coates released 
a syndicated version of the show, re- 
peating earlier subjects on fihn (via 
Guild Films). Running on KTTV on 
another night, it was a threat to the 
live show, but Paul pulled a lot of his 
Sunday audience back for an average 
of 14 at the end of '55. 

Al's sales had increased over a mil- 
lion that year: .$2,864.68.5.81 — not 
quite, but very near, double that of the 
year before. His tv budget in '55: 



$166,050. Newspapers: $3,500. The 
Coates show cost him a total of $3,800 
a week. 

"Even when the show was taking 
its worst beating," Paul injected, "Al 
never brought it up. Always pulled 
out that little book of his and said. 
'Look what you're doing for me, kid.' " 

According to Terrence and that little 
book, Coates is still drawing three out 
of e\ery four customers, or the same 
adviance in business as when the show 
was at its peak, even though Al 
dropped to half sponsorship of the 
show last 29 April. 

"Our identification with the show is 
so strong," Bill Hunter explained, 
"that half sponsorship brings the same 
results as before, but frees monies for 
other buys which otherwise would be 
unrealistic on a local level." 

Their first buy last spring was a late 
Saturday panel and variety show mod- 
crated by Oscar Levant, who inter- 
posed so many censorable remarks that 
station and sponsor dropped the show^ 
before 13 weeks. 

Then, on 15 October, Terrence be- 
came weekly local sponsor of a net- 
work co-op show on KABC-TV: Bishop 
Fulton J. Sheen's Life Is Worth Liv- 
ing, for which he pays $1,000 weekly. 

"Everyone thought we \vere crazy," 
Al said, "because out here it bucks 
Lucy. But this was a tested show, too. 
It reaches audiences Confidential File 
doesn't, brings big mail, lots of good 
response. It's hard to check directly 
because most people automatically say 
'Paul Coates' when you ask what 
brought them in. And there's less 
commercial time on a network show\" 

SPONSOR checked Al about three 
o'clock on a Tuesday following Sheen's 
Monday kinc. He reported three out 
of seven sales made so far that day 
referred to the show, then added, 
"If that's institutional advertising, I'm 
for it." 

On this show, the commercials are 
not done from the store because, ac- 
cording to Hunter, "operation costs of 
a network station make a remote too 



ARTICLE IN BRIEF 



Al Terrence Carpet Co. of Los Angeles 
increased sales from $482,000 to $3.25 
million in five years, relying on tv 
for its pulling power in the spread-out 
market area. This one store sponsors 
two television shows, uses live, re- 
mote telecast commercials from store. 



expensive for us. So we create the 
illusion of one with a rear-process 
screen, duplicating the store's interior 
as nearly as possible." 

Thus, for an increase of less than 
$4,000 for the year in the tv budget, 
additional exposure was obtained. 

1956 tv budget: $169,794.50. Volume: 
$3,250,000. 

The year saw a new item in the ad 
budget: $8,000 for billboards which 
Al began in February of 1956 with a 
rotating spectacular to call attention to 
his 1955 Award for Retail Excellence 
from the Carpet Institute, composed 
of nearly every manufacturer in the 
country. 

"After all," Al says, "I was the guy 
they wouldn't sell to 13 years ago; I 
thought I ought to do something about 
it. Besides, billboards and increased 
tv are groundwork for reaching our 

1957 goal: $4 milHon." 

Other plans for reaching that goal: 

''Maybe some radio," says Bill Hunt- 
er. "In August of 1955 we bought 72 
spots on KFWB during a two-week 
period for $702 as a test. Results were 
good, and as a result there is a definite 
possibility that we may go back into 
radio, which wc abandoned when the 
demonstration value of tv proved so 
effective for us. If we do, it will be 
spots exclusively. 

''On the other hand, we'll never do 
filmed spots for tv because they don't 
afford the immediacy, the warmth or 
the quality of a live remote." 

Newspaper advertising may be in- 
creased a Httle from the $3,000 of 
1956, though in the six years since 
their first radio buy, newspaper adver- 
tising has constituted a "negligible 
percent of the ad budget," Terrence 
told SPONSOR. 

Al has no plans for opening another 
store: "If 1 went outside the area, it 
^N'ould only be to advertise on tv to 
bring customers to the present loca- 
tion." 

That location has grown from 9,000 
to 35,000 square feet. The original 
location is now the site of a hot dog 
stand. In the bottom one percent of 
the country's 90,000 independent car- 
pet dealers in the '40s. Al is now 
among the world s largest. 

In the most spread-out U. S. retail 
market, 98% of his business now 
comes from outside Huntington Park. 
He gets customers from a 100-mile ra- 
dius, though not located in an easily- 
accessible shopping area. ^ 
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SUMMER 



SELLING 



SPONSOR'S 1957 review of air media (levelopiiieiits (liiriii«r the hot leather 



Part 1 -TRENDS I'affr 36 

Are big shifts in summer air strategy relating to all- 
year franchises coming? Evidence is uncovered indicating 
franchises are becoming more important in radio and le-^s 
important in tv. Spot radio is looking forward to best 
summer ever. Despite show troubles, most network tv 
sponsors will remain on air during the 'hiatus' season. 



ran 2- RESEARCH rapr 39 

A rundown of ke\ facts relating to -unimer tv and radio: 
winter and summer listening and viewing both on a na- 
tional and local basis: trends in out-of-lionie listening: 
compari-^ons of radio and Iv time billings durins the sum- 
mer and winter; trends in production nf portable radio 
sets and small-screen tv -^ets. factors in summer tune-in. 
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PART 1: SUMMER TRENDS 



BIG SHIFTS IN SU 



ER A 



Staying on during summer lo keep franchise is heeoniing 

more important to radio clients, less im[>ortant to tv, current trends indicate 



W hat price fraiK'lii?e? Should an 
advertiser stay on the air over the 
buuiiiier to hold on to a valuahle time 
period? 

If vou think the answer is "no" for 
radio and "yes" for tv. try again. An 
ironic reversal in franchise thinking 
about the two air media is becoming 
apparent, particularly in spot. \\^ile 
the trend can be easilv exaggerated 
and may be temporary, it is nonethe- 
less a fact that franchises are becoming 
more important in radio and less im- 
portant in tv. 

The bearing this has on summer air 
advertising is obvious since the hot 
weather siesta habit continues to raise 
its head in the advertising business. 

It will not surprise anybody that the 
critical franchise area in spot radio is 
in early-morning slots with late-after- 
noon periods participating in this busi- 
ness bonanza to a lesser extent. 

\\liile spot radio's upward zoom is 
partly responsible for the seller's mar- 
ket in these periods, there's another 
factor, too. That's the diminishing 
emphasis among agencies on using 
radio primarily for short-term flights to 
back up other media. More agencies 
are eyeing the William Esty rotation 
jjlan used for R. J. Ke>nolds whereby 
a minimum 52-week schedule is bought 
with extra spot radio pushes added on 
lop of that. 

The psychological swing hack to 
radio is also making obvious what 
should have been obvious previously: 
that if repetition makes sense for short- 
term radio drives, it also makes sense 
(particularly for package goods) the 
A ear 'round. 

Spot radio's momentum minimized 
the hiatus problem last summer. Time 
sales during July and August were 
about on the level of the previous Jan- 
uary, February. April and June. Even 



the year before, while July and August 
time sales were lower than any other 
months, the spread between the two 
summer months and the previous six 
was small. 

Furthermore, July and August fig- 
ures for 1956 were more than 27% 
higher than the comparable months 
the year before, compared to an over- 
all increase in 1956 of 24.5%. 

As for spot tv, a straw in the fran- 
chise wind is the new look CBS Tv 
Spot Sales has been taking at summer 
business. 

ITie rep is placing secondary em- 
phasis on the 52-week discount concej)t 
promoted last summer and is concen- 
trating its fire on summer-only adver- 
tisers. 

In explaining this switch, Jack 
Schneider, sales chief, told sponsor: 
"Tv is the victim of its own success. 
It moves goods fast. You can get 
distribution for a new product in six 
to eight weeks. On top of that you 
have a high audio-visual retention fac- 
tor, so that consistency is not as im- 
portant as in other media. Now. 
there's nothing wrong with consistency, 
but we've got to face the fact that un- 
der today's marketing conditions, an 
advertiser must watch all costs. Five 
years ago an advertiser could continue 
plugging on tv with his product. To- 
day, he has to make a lot of critical 
budget decisions, even though tv's 
efficiency is greater than it ever was." 

Having concluded it couldn't legis- 
late summer advertising w ith discounts, 
the rep firm decided to make it easier 
for summer-only clients to use spot tv. 
Researching the subject revealed that 
these clients have to make their ad 
plans well in advance of the summer. 
To help them do so, the rep sought and 
obtained from its stations a waiver of 
the 30-day confirmation clause which 



had effectively banned commitments 
for time more than a month ahead of 
the starting date. For all practical 
purposes. CBS Tv Spot Sales will sell 
when these summer clients are ready 
to buy. 

The rep cannot promise specific ad- 
jacencies ahead of time. But, since it 
knows from its previous sales history 
that, for example, roughly five adja- 
cencies to the Godfrey morning show 
are likely to be available in June, it 
can sign up a client for, say. three or 
four, starting in that month. 

The franchise picture in spot tv is 
also being affected by soft spots in 
prime nighttime adjacencies. While 
SRO conditions may well prevail again 
in the fall, the unfamiliar sight of 
juicy slots in top markets is tempting 
to the hiatus minded. The rising cost 
of tv is the main factor in this soften- 
ing but an increasing interest in movie 
participations outside of prime time is 
also an important factor. 

As a matter of fact, sellers and buy- 
ers of time alike expect a rush on 
movie participations this summer. This 
will be due not only to the fact that 
advertisers are becoming more appre- 
ciative of full minutes of commercials 
at low cost but to the fact that late- 
night viewing holds up well during the 
summer. It is early-evening viewing 
that suffers most from the effects of 
more daylight and heat. 

Do all these developments mean spot 
tv francliises are heading for the scrap 
heap? Not at all. Agency media di- 
rectors (jueried by spo.nsor agreed 
they still represent an im|)ortant need 
for many products. 

Additionally, reps point out that 
clients seeking new spot t\ franchises 
can start off ahead of the game by 
buving in the summer. Because of the 
greater number of availabilities, the 
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atrategy? 



client luis a hctter elioice of slots tliiiii 
lie has (liiriiif; the winter. With tv 
costs increasing the amount of in-and- 
out buying, this will he truer than e\ei 
this summer. 

While some clients ma\ he reluctant 
to start ofT (hiring the summer hecauxe 
of lower viewing le\els, reps can cite 
cases where, because of the greater 
choice of slots alTorcled. a(hertiser> 
have garnered costs-per-1,000 which 
compare favorably with winter buys. 

Spot's flexibility also ofTers built-in 
budget control for the advertiser aud. 
in cases where I.D. s. daytime or late 
evening will do the trick, clear-cut 
economy. 

Latest cost figures worked up bv 
the Kat/ Agency show the price of 
either one or six annouiiceiiients per 
week for 13 weeks on the highest cost 
stations in the top 60 markets: 

• At the rate of one announcement 
per week, da\tiiiie minutes cost STL- 
GOO: da>tluie I.n.'s. S37,100: late 
evening minutes. §79.300 and late 
evening I.D.'s. S39.500. 

• At the rate of six announcements 
per week, daytime minutes cost .S360,- 
000: daytime I.D.'s. ST3.000: late eve- 
ning minutes. S3H3.7W and late eve- 
ning I.D.'s. sia4.ooo. 

These figures are ofTered bv Katz 
as an exauipie of what a network ad- 
vertiser, burdened by budget prob- 
lems, can do during the summer in 
place of his web show. Though pres- 
sure for a network hiatus will prob- 
abl\ be greater diis summer than last, 
it is not likely that any of the webs 
will ofTer hiatus relief to clients so thev 
can bin spot however. 

The webs have not announced their 
hiatus protection policies for 1957. 
The probability is that no hiatus pro- 
tection w ill be ofTered. a policy adopted 
bv all three networks last summer for 




Continuing -Imw tliri>ii>;ii suimiii-r paM- 
>pon-j)r of l.awrriici' W elk ( I)o(l[ir) top 
uii(liciii'(' : .'{1.7 ratiiij; in July AlxlJ 

Low-cost ri-piairmcnts, siicii as Krnie 
Koines Show, \Na> ono iiictiiod ii^rd to 
kci'p >iiniiinT \*)7if) wri) tv ri)-i- dnwii 





^/estinghouse >liowcd summer fare dofsn't iiave to itr frotin 
scene from Siiakc»peare's "Julius Caesar" on client's Studio Onr 



ia-t 



Miove. a 
Sufiusl 



the first time. I ntil 19.16. network 
clients were protected in their time 
|)crio(ls for eight weeks. 

In actual practice, clients will prob- 
ably be able (as during last summer) 
to work out arrangements, either 
through their own agencies or through 
the networks, for other advertisers to 
couie in for eight weeks (or less). 
However, if the time is not sold, the 
advertiser or advertisers occupying 
the time slot must either continue or 
take the risk of seeing the time sold 
from under them. 

Even before hiatus protection wa~ 
abolished by the networks, the hiatu* 
advertiser was a rare bird. This was 
partly because, while the network 
would protect the time period, the web 



could not alwa\s assure the client that 
his entire lineup would remain intact. 
But it was inainK because the afher- 
tiser wanted to cimtiiuie through the 
summer, a decision often fortified 1)\ 
.52-week discounts and low er-co>t shows 
or reruns during the hot months. 

This \ear. while onh a small num- 
ber of netwdrk clients can be expected 
to take a siesta, three factors uiay 
increase the liiatus-takei s o\er last 
\ear. One is cost. Another is the 
unusual number of clients who have 
been seeking partners for their shows 
I even during the height of the season) 
because of unsatisfactory audiences. A 
third is the arowina conviction among 
some agencies that franchises are not 
the critical thine the\ once were. Some 
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SUMMER TRENDS continued 



agencies are beginning to Avonder 
\\liether the number of alternate-^veek 
sponsorships on the block foreshadoAVs 
the state of network tv business next 
faU. 

It is =till too earl} to evaluate this 
situation. Certainly, the reasons and 
pressures for staying on network tv 
during the summer remain great. While 
it is true that sales for a number of 
products dip during the summer, most 
network tv advertisers are in the nmlti- 
ple-product category. So there is a 
great likelihood that one or more of 
their products either hold up or go up 
in sales. 

The 52-week time discount (which 
is not common in spot tv) can be a 
tremendous convincer Avhen an adver- 
tiser compares the costs of 44 weeks vs. 
the full year. Since these discounts 
range from 5 to 20%, this means a 
sponsor gets, in effect, from 21^ to 10 
show's free of time charges for being 
on the air an additional eight weeks. 
The use of reruns and lower-cost pro- 
graming (which many maintain is a 



reason for lower tv tune-in during the 
summer) completes the picture of how 
52-week clients keep down their costs 
during the summer. 

In the past, time discounts to sum- 
mer-onl) elient> and program con- 
tributions have been used as a lure to 
keep network tv billings up during the 
summer. As tv greAv, these special at- 
tractions grew less common. However, 
ABC. for example, will grant a $7,500 
weekly commissionable allowance this 
sunnner against program costs for un- 
sold time periods. 

As for network radio, it has strong 
reason to expect a good summer in 
1957. Last summer represented just 
about the nadir in billings but the big 
buys that followed the summer (Col- 
gate, Lever, Brown & Williamson, etc.) 
has sparked a reversal in web radio 
fortunes that may repeat the recent 
history of spot radio. Hiatus is a Avord 
no longer heard around the networks 
so that if business is good in general 
it will be good during the summer. 



This upturn in network business 
comes without any benefit of evidence 
that program audiences are getting big- 
ger. As for summer, the audience dip 
is still perceptible when a winter month 
is compared with a summer month. 
But averaging out hot and cold weather 
comparisons over longer periods shows 
hardly a change. 

For example, Nielsen data covering 
audiences between 10:00 a.m. and 3:30 
p.m. on weekdays shows that during 
the average minute 8,834,000 families 
listened to radio in the January -April 
period last year while 8,258,000 lis- 
tened during the May-August period. 
In both instances the radio audience 
was considerably larger than the tv 
audience. 

Tlie growing number of car radios 
and battery portables is a key factor 
in the summer radio picture. RAB 
estimates that, as of 1 January 1957, 
there were 37 million autos equipped 
with radios, about 74% of the 50 mil- 
lion-odd cars on the road. 

Estimates of battery portables range 
from 8 to 9.5 million, depending on 
the replacement factor used in calcu- 
lating the estimates. 

\^Tiile auto listening is caught b}^ 
Nielsen and Pulse and some portable 
listening is caught by Pulse, there is 
undoubtedly a fair amount of listening 
to portables that is missed. This is 
certainly true of listening in vacation 
areas, many of which are not covered 
by local rating services. 

What with radios getting smaller 
and more portable via transistor cir- 
cuits, the problem of measuring audi- 
ences to these sets is becoming more 
critical Production of portables in 
1956 jumped 50% over 1955, going 
from roughly two to three million. An 
RAB study on portable use, release 
this year, pinpointed the fact that a 
high portion of visitors to beaches and 
parks carried portable radios Avith 
them. The study also found a high 
percentage of those Avith sets tuned in 
while at play. 

WHiile tv is still primarily a fixed- 
position appliance, a trend to portables 
is already established. Production of 
small screen tv tubes (less than 15") 
in 1956 went up about six times over 
the year before. A matter of fact, all 
categories of tube sizes under 19" 
showed an increase in production while 
all the larger sizes (including the stan- 
dard 21" size) declined. And this 
trend Avill probably continue. ^ 
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I 3IO\lES, PORTABLES ARE KEY TV TRENDS | 

1 Movies are expected to be in big demand this coming summer, i 

1 especially the late-night variety. This is not only due to the fact 4 

1 that the coming summer will be the first for the big new packages, ? 
1 but also to the fact that late-night tv viewing holds up best in 
I the summer compared to other day parts, especially early-evening 

T Portable tv sets had their first big year in 1956. Production of k 

r small-screen tubes (less than 15") increased about six times over . 
the year before. Significantly, the larger sizes (19" and up) de- 

clined insofar as production was concerned. The increase in porta- 1 

bles is likely to increase viewing while people arc on vacation ^ 



OUT-OF-HOME LISTENLNG IMLMIMIZES HIATUS 

Spot radio billings during the past two summers have held up 
well compared with the rest of the year, figures gathered by the 
Station Representatives Assn. show. In 1956 July and August time 
sales were about on the level of the previous January, February, 
April and June. A siuiilar pattern showed up the year before, too 

Out-of-home listening during the summer has been boosted by 

the growing number of auto sets and radio portables. RAB esti- = 

mates that as of 1 January 1957 there were 37 million auto sets, ^ 

about 74'~x of the 50 million cars on the road. Estimates of battery | 

portables now range from 8 to 9.5 million and figure is rising I 
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PART 2: RESEARCH 




SUMMER FACTS: TV 



How does national tune-in differ winter and summer? 
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Profile t>f tv tiine-in last summer is (ielineated aliove \\\\\\ 
data from ^sielsen Television Index. Honrs are based on New York 
time, show pattern for network users. Dip in tiine-in is compen- 
sated on webs by discounts and use of less expensive shows so that 
cosl-per-1.000 may not increase. Hi^cesi fall i)IT is in early evening 



2 How does local nighttime 
tv vary winter & summer? 



Differences 'he decline in tv viewing by various markets are 
shown in thi> PuKe data representing the peaks and valleys of tv's 
audience last year. The declines range from 3.2 percentage points 
in Los Angeles to 10.7 percentage points in Birmingham. .Most of the 
markets show a percentage point decline of seven to 10. These are 
averages for the entire evening, thus hide some hourly variations. Like 
figures above, these show extreme variations. Deviation from annual 
average during winter and summer is less marked. See top of page 42 



IIoiiics iisinir l\ at iiiulil. J9.i6 



MARKET 


JANUARY 
6 PM-MID 


JULY 
6 PM MID 


New York 


45.6 


36.2 


Philadelphia 


43.7 


34.0 


\^a<hington. D.C. 


43.3 


37.3 


Chicago 


47.5 


40.9 


Detroit 


47,6 


39.9 


Cleveland 


k5.9 


38.7 


Vtlanta 


U.5 


34.0 


New Orleans 


46.1 


35.7 


Birmingham 


47.0 


36.3 


-Minneapolis-St. Paul 


49.1 


40.3 


Milwaukee 


45.5 


38.8 


Kansas City 


4-L8 


40.1 


Los Angeles 


47.2 


44.0 


San Francisco 


43.2 


38.5 


'^eattle-Tacoma 


50.8 


40.6 



Summer facts continue, page 42 
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NOBODY ELSE TN AT 



^ MAftCH 11, 13, 

NEW 
SPRING LOO 



HOME DECORATING, Fj 
FLOOR COVERINGS. W 
TREATMENT, WALL P* 
PLASTICS, ETC. 



17-2^ 
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CAN DO THIS 





NOW 

h^iivie: offers 

12 ON-SCREEN 
AND IN-STORE 
PROMOTION EVENTS ! 

Beginning this month home, nbc tv's 
authoritative program for women, inaugu- 
rates a powerful new year-round program- 
ming-promotion-merchandising operation. 
HOME (10-11 AM EST, Mon-Fri) nowofTers: 

1. A series of 12 promotion events geared 
to the seasonal needs of food, drug, soft 
goods, home building and home furnish- 
ing advertisers ... based upon program fea- 
tures firmly planned months in advance. 

2. Specially prepared point-of-sale ma- 
terial linking your name and products 
with home's saleslady, Arlene Francis. 

3. In-store tie-ins with key retailers across 
the nation arranged by the nbc Merchan- 
dising Department. 

Every day 2,000,000 women turn to home 
as their first authority in all things femi- 
nine. They believe in the personal selling 
of Arlene Francis, Hugh Downs, sewing 
authority Lucille Rivers, fashion con- 
sultant Natalie Core and food experts 
Nancyann Graham and Chef Phillip. 

And with home's buy- as- you -need-it pat- 
^ tern of participations you can 

dovetail your advertising and 
sales campaigns. 

Combine all this with 
home's new promotion 
packages and you've got seasonal sales im- 
pact available nowhere else in all television. 

Call your NBC Television Network sales 
representative today for full details. 

NBC TELEVISION 
NETWORK ° 



SUMMER FACTS: TV continued... 
3a How does local tv viewing vary during year? 
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noon-midnight 
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Illllllliiir^ 


MARKET 


JAN 


FEB 


MAR 


APR 


MAY 


JUN 


JUL 


AUG 


SEP 


OCT 


NOV 


DEC 


B 


Chicago 


37.8 


38.6 


39.8 


39.4 


40.6 


39.0 


33.6 


32.1 


32.4 


35.6 


37.8 


39.7 


= 




Los Angeles 


35.4 


36.0 


36.5 


36.4 


37.6 


35.4 


33.6 


32.7 


33.4 


34.4 


,36.1 


36.2 






\e\v Orleans 


34.8 


35.0 


35.0 


,35.6 


35.1 


33.0 


28.0 


26.7 


29.8 


31.8 


34.8 


35.6 






New York 


^ 33.2 


34.0 


34.1 


34.5 


36.3 


34.5 


27.1 


25.8 


28.0 


30.3 


32.3 


34.0 
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Seasonal variations in 
are sliov\n here during 


viewing 
average 


in four well-saturated tv markets 
12-hour period each month. Note 


that monthly variations 
Note also Chicago peak 


in each 
is during 


market 
May. 


show a similar profile. 
Data above is from Pulse 



How do network tv billings hold up in the summer? 

.vllliiii' ' iHiiiiiiiiiiiiir , i| " ■■ I' ■riiiiiiiiiiiiinrutj • n 

network, 1956 



Monthly gross 



time hillings hy 



MONTH 




ABC 


CBS 


NBC 


TOTAL 


Januarj' 




S6,382,046 


117,820,455 


$14,695,116 


§38,897,617 


Febraurj' 




6.418,210 


16,928,361 


13,845,000 


37,191,571 


.March 




6.747.928 


17.834,976 


15.955.688 


40,588,592 


April 


r 


6.173,922 


17,668.950 


15.136,596 


38,979.468 


May 




6,639,132 


18,260,894 


15.710,403 


40,610,429 


June 




6.119,917 


17,935,789 


14.186,929 


38.212.635 


July 




5,532,030 


18,481,719 


13,733,765 


37,747,514 


August 




6,842,292 


19,430,748 


16,323,549 


42,596,589 


September 




5,673,910 


18,399,872 


14,932.295 


39,006,077 


October 




6,878,183 


20,446,755 


18,142,005 


45,466,943 


November 




6,619,109 


19,866,463 


17,593,056 


44,078,628 


December 




6,699,450 


20,395.400 


17,666,721 


44.761.571 


Total 




$76,726,129 


$223,520,382 


$187,921,123 


$488,167,634 



Silllilil 



Nefwork tv billings held up well during the summer of 
1956, as they have in previous summers. The marked jump 
in August is due to convention sponsorship. End of 
year increase reflects growth of tv. Data is from PIB 



g What's the trend in 
portable tv set sales? 

Last year showed a remarkable jump in production and sale of 
small-sized tv picture tubes, a reflection of the trend toward 
portable sets. Note that all categories above 18" reflected 
declines. \\'liile these are production figures, retail sales did 
not differ much. Measurement of portable viewing represents 
problem. Data is from Radio-Electronic-Television Mfrs. Assn. 



1 



Manufacturer sales of picture tuhes 



TUBE SIZE 1 


1955 


1956 


15" and under 


217,000 


1,448,000 


16" thru 18" 


787,000 


998,000 


19" thru 21" 


5,867,000 


4,494,000 


22" thru 25" 


832.000 


593,000 


26" and over 


20.000 


7,000 


TOTAL 


7,752,000 


7,540,000 



ll.^ 
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SUMMER FACTS: RADIO 



1. What's the trend in out-of-home listening? 



I'rrri'iil lioiiu's lish'iiiiig oiil-or-lioiiir, ^^illh•r jiinl siiiiiiiirr, I 'J.l I -1 936 





1951 


1952 


1953 


1954 


' 1955 


1 1956 




S 


W 


S 


W 


S 


W 


S 


W 


S 


W 


S 


Atlanta 




^ 1 




3 3 


3 6 


3 2 


3 6 


3 2 




3 4 


4 n 


Baltimore 






3 2 


3 7 


3 s 


3 2 


3 f> 


3 1 




3 A 


4 1 


Birmingham 




3 n 




3 2 


3 s 


3 6 


3 8 


3 3 


3 f 1 


4 1 
" 1 


4 4 


boston 


H u 




4 1 


3 8 


4 2 


4 4 


4 6 


4 2 




4 X 


J 1 


Durralo 


~> 1 

z. / 




7 9 




3 s 


3 6 


3 7 


3 2 

—J Z. 


3 4 


3 7 

3 Z 


J o 


Lhicago 


1 Q 

z y 






3 1 


3 7 


3 9 


4 3 


4 1 


4 2 


4 0 


4 ^ 


Cincinnati 


Z D 


2 G 




3 ] 


3 6 


3 6 


3 9 


3 6 


3 9 

~j . y 


3 .3 


4 2 
T z 


Columbus 










3 1 




3 2 


3 1 


3 3 


3 4 


4 D 


Uallas 










3 9 






3 


4 D 


4 S 


4 7 


Uetroit 




3 0 


3 0 


3 0 


3 8 


3 9 


4 2 


3 9 

—J. y 


4 2 


3 8 

J o 


4 3 


rorr worrn 




















4 D 




Houston 






3 8 




3 8 


3 6 


4 1 


4 0 


4 3 


4 3 


4 


Kansas City 










3 7 




3 7 


3 4 




3 R 


4 1 
t 1 


Los Angeles 


'i-. 1 




4 3 


4 2 


4 4 


4 S 


4 8 


4 S 


4 7 


4 4 


4 7 


Miami 








2 9 




3 1 

-J. 1 




3 3 

D.D 


3 7 


4 4 


4 


Milwaukee 












3 3 


3 8 


3 3 


3 8 


3 s 


4 3 


IVI 1 II llt;d|J(JI lb- J 1 . idUl 


J 1 


29 


3.3 


3,1 


3.4 


34 


38 


3.7 


39 


37 


42 


New Orleans 










3.2 




3.7 


33 


3.4 


4.4 


4 6 


New York 


3.9 


35 


4.0 


4.0 


4.4 


4,4 


4.8 . 


44 


4.4 


4 




Philadelphia 


3.5 


33 


3.7 


3.5 


38 


3.6 


39 ! 


39 


4.0 


3 b 


44 


Pittsburgh 




3.6 








34 




3.5 


39 


36 


3 


Portland, Ore. f 
















36 




39 




Richmond j 










29 


3 1 


32 


29 


3.0 


3 1 


4 3 


St. Louis I 




2.4 






3.4 


35 


38 


3 8 


42 


3 


4 3 


San Diego ■ 










3.2 




35 


35 


38 


3'^' 


4 1 


San Francisco 


4.1 


38 


4.3 


39 


4,4 


4 1 


42 


^2 




^5 


47 


Seattle 




2.6 


3.1 


28 


3.2 


32 


35 


-! A 


42 


J 1 


4 1 


Washington, D. C. 




3.1 


3.6 


32 


3.6 


37 


4 0 


37 


3.9 


3~ 


J 1 


Median 


3.5 


3.1 


3.3 


3.2 


3.6 


3.6 


3.8 


3.6 


3.9 


3.8 


4.3 



I 

Five-year span sliowing out-of-liome listening during -wintrr and sumnior *hows an inrreaee of nearly 23'~£- in the 
iiioilian figure for 28 market,*. Figures are from Pul-e, -whirli include* all type» of out-of-home li-trning. including 
\i#iting to other homes. Auto li-tening represent* the greatest part of the oiit-of honie total, running betwi-en ,i0-60<~^ 
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SUMMER FACTS: RADIO continued 



2m How does out-of-home listening compare with in-home ? 



1" ' 



I'errciil radio lioiiics lisleniiif; in- and out-of-lionie, 1956 



MARKET 




WINTER 

IH 


OOH 


SUMMER 

IH 


OOH 


Atlanta 




19.1 


3.4 


19.4 


4.0 


Baltimore 


_ 


17.0 


3.7 


17.4 


4.1 


Birniiiigham 


1 


19.1. 


4.1 


19.4 


4.4 


Boston 




20.0 


4.8 


19.1 


5.1 


Buffalo 




17.3 


3.2 


17.0 


3.8 


(Chicago 




18.8 


1.0 


19.0 


4.6 


Cincinnati 


= 


16.1. 


3.8 


15.7 


4.2 


("olunibiis 


1 


17.1 


3.4 


17.0 


4.0 


Dallas 




20.3 


1.5 


18.7 


4.7 


Detroit 




17.8 


3.8 


1 6.7 


4.3 


Fort Worth 




18.8 


4.0 






Houston 


i 
= 


1 O 1 


^.0 


1 O.J 




Kansas City 




18 ^ 
1 o.O 


O.o 


1 7 S 




Los A tigeles 








1 O A 


A 7 


Miami 




91 1 




71 1 

Jm 1 , 1 


A A 
*t.O 


AliKvaukee 




10 1 




1 R 7 




Minn-St. Paul 




18.1 


3.7 


19.0 


4.2 


New Orleans 




20.8 


4.4 


19.9 


4.6 


New York 




vj:2 


4.6 


18.5 


5.0 


Philadelphia 




16 A 


3.8 


16.1 


4.4 


Pittsburgh 




18.6 


3.6 


18.4 


3.9 


i'ortland 




22.1 


3.4 






Richmond 




16.0 


3.1 


16.3 


4.3 


St. Louis 




19.3 


3.9 


17.9 


4.3 


San Diego 




18.8 


3.6 


19.0 


4.1 


San Francisco 




20.4 


4.5 


20.4 


4.7 


Seattle 




19.5 


4.1 


18.5 


4.1 


Washington, D. C. 




19.1 


3.7 


18.5 


4.1 



This Pulse diila covering 28 markets 
shows out-of-home listening is roughly 20% 
and more of in-home. Differences between 
markets rarely are more than one percentage 
point in terms of out-of-home listening. 
While out-of-honie almost invariably rises in 
the summer, in-home does not always drop. 
The pattern indicated at left has become 
pretty well set since tv entered the picture 



iiii.';! -lill 



3. How does national tune-in differ winter and 



summer 



Nielsen Radio Index figures for Janu- 
ary and July show significant dips in 
summer tune-in during the morning and 
only slight variations for the rest of the 
day. The biggest drop is at 8 am, when 
percent of homes tuned drops from 17.0 
to 11.7. Data, based on Xew York time, 
is of greatest interest to network users 
of radio. Note that weekend daytime 
figures are not reflected in this chart 
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Percent homes using radio in the home hy hours, 1956 
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4b How does radio listening vary by months? 



1 

1 A>rr;ij;(' «|ii:ii-trr-l 


loiir .sets- 


iii-iisr. 


U ;i.iii.-iiii(liii<xlit. lU.Kt 






fl MARKET JAN FEB MAR 
f 


APR 


MAY 


JUN JUL AUG SEP OCT 


NOV 


DEC 


1 

li l>li'u'aj;i) 

1 i/'AiTv olhrr month) 2'^ 7 
1 


23.7 




23.9 23.f. 2.3.r, 




23.1 


Los Anpclfs 

xEviTy othrr month) 2 


21.() 




21.9 21.3 23.(, 




23.-1 


\('\\" Orleans 

[F.vrry other month 1 2.1.0 


2.1. 1 




2k9 21. .3 23.f. 




22.7 


^ ork. 

(Krery month) 2.3.3 23.7 23.7 


21.2 


21..'i 


21.7 23..1 23..") 23.7 23..') 


23.7 


21.3 


1 

/ 












Total ra<Ht> ;in<liencc fijiiirrs ( iiii liitliiip; oiil-of litmu') 
for four iiuirkfis in various ^otlion.i of llu- I .S. show 
a remarkable siabilily iliroiigh llie >enr. Data is from 
I'liKe, \>lii(li does not inea^-iire all markel- every monlh 




TYPE 


U..S. r:Mlio set |»r«Mliirtion \^\^ 

OF SET 1956 


l> |MS 

1955 





5. 



What's the trend in 
radio set production? 



Radio production figures from Radio-Eleclronic-Tele\ ision 
.Manufacturers \,->m. show overall l'J.)6 totals down from 19.5.5 
heeause of the decline in aiito production. However, all 
other eatepories are up, f.-peeially hatlery portables, which 
show a jump of more than SO'^/f. Measuring listening to lhc~e 
portables is one of the problems radio faces the>e day> 



Home 


3,500,567 




Clock 


2,311,266 


2.21.3,671 


I'orlaMe 


3,1 12,558 


2,027,.S 1.5 


\uto 


5,057,409 


7,229.95 1 


TOT \L 


13,981,800 


1 1,895.053 



6. How have spot time billings held up 

^ Monllily oonipari^on, spot ra«lio tiinr tialr;* 

MONTH 1956 1955 °' 


Januan 


$10,758,000 


$9,031,000 


+ 19.1 


- February 


1 1,643,000 


9,381.000 


+ 24.0 


.March 


12,349,000 


10.756.000 


+ 14.8 


~- April 


10,278,000 


9.828,000 


+ 4.6 


.May 


12,396,000 


9.631,000 


+ 28.7 


Juno 


11,791,000 


9.238,000 


+ 27.6 


July 


10,719,000 


8. 17 l.OOO 


+ 26.5 


August 


11,207,000 


8.707.000 


+ 28.7 


L September 


12,338,000 


10,001.000 


+ 23.3 


October 


16,328,000 


12,231.000 


+ 33.5 


Xovember 


16,728,000 


12.286.000 


+ 36.2 


r December 


13,386,000 


10,830.000 


+ 23.6 


i TOTAL 


$149,921,000 


§120,-100.000 


+ 24.5 



Figures gathered by the ^lation Rei)rc«en 
tatives \~-n. llirouiih il> member^ show 
greater increases d iring the su imer of 
1956 over the same period of 1955 than 
for both years as a whole. The gro\Mng 
stability of radio listening througho I the 
year is an important factor in the hobJing 
np of billings during the hot -ummer 
mouths. The 1956 total was the grejt< -i 
in the almo^t 35 \car- of -pot radio hi-ion^ 
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The next-to-the-last word 

on Hungary 



Someday, the Hungarian people will have the 
word. Meantime, to record in sharp focus all thehii 
breaking events to date, newsfilm sifted thrU 
its thousands of feet of exclusive film from i;.i. 
Hungary and produced a stark history of the r((< 
NEWSFILM subscribers in the United States, Cb 
Mexico, Argentina, Australia, Alaska, Japan |r 
throughout Europe got it fi bonus suri'J 

package. And the response was tremendous. 






? cal is this message from ktva-ktvf, Alaskan 
aons: "Excellent coverage ... tremendous contri- 
itm to your subscribing stations. We used it on 
'Anchorage and Fairbanks stations then turned 
iv to the high school systems of both cities." From 
[, Peoria: "You are to be highly complimented 
Iwas stark drama, yet presented in good taste. 
|ised it very effectively as part of a show covering 
Irrival of a plane load of Hungarian refugees in 



Peoria." Stockholm newspapers commented: "Terri- 
fying... one of the best documentary films." 

"Hungary in Revolt" is simply another excellent 
example of newsfilm's vastly-superior coverage of 
the news — fast, professional, complete. A product of 
CBS News, XEWSFILM is available to all stations. For 
the last word in television station news, get in touch 
today with the nearest office of . . . 

CBS TELEVISION FILM SALES, INC. 

"...the best fih7is for all stations" 



SPONSOR ASKS 



Can tv commercial soundtracks double 

effectively as radio commercials 





Matthew J. Culligan, MiC v.p. in 

charge of the radio network 

It may sound strange coming from 
nie, but the answer is maybe. 

\ot every tv soundtraek is eapable 



"soiindlrack 
will be rather 
inefficient" 



of automatieally producing "imagery 
transfer. " It has to have certain char- 
acteristics. In some cases an entirely 
new radio version may be required. 

The main reason is simply this: The 
original impact of a tv commercial 
was aroused by a combination of sight 
and sound blended together in a com- 
plex interaction. It produced a latent 
image. But for effective recall it is 
not sufficient simply to use the tv 
soundtrack. That may help to evoke 
the original impact, but that impact 
\von"t be quite the same as the original. 

Usually the sound alone of a tv com- 
mercial is not designed to stimulate 
the listener's imagination. 

Rather it fills in the visual gaps. 
The significant points are made most 
sharplv in the visual part of the com- 
mercial. 

For greatest effectiveness in pro- 
ducing "imagery transfer," the sound 
commercial must meet several condi- 
tions. The foilowinji are not the onlv 
conditions, nor precisely worded (that 
will require further research), but they 
are important ones: 

1. The commercial must epitomize 
key points, not talk around them. 

2. The commercial must invoke the 
elcirient of "closure, ' leave something 
for the imagination, so the listener can 
bring something to the recall process, 



his own disposition to respond. And 
do this while getting in all key points. 

3. llie commercial must bit upon 
the listeners' motivating values. 

In many cases the soundtrack, while 
capable of evoking imagery transfer, 
will be rather inefficient and take 60 
seconds to do what might be done 
better in 30 seconds, or even six . . . 
done at less cost by a radio commercial 
redesigned for the special purpose. 

The grand strategy of "imagery 
transfer" demands new tactics, sound 
commercials designed from the start 
with the aim in mind of stimulating 
the latent images developed through 
visual media. 

If the soundtrack of a tv conmiercial 
should meet these requirements, it 
would probably be a coincidence. 



Albert Shepard, executive v.p.. Institute 

for Motivational Research 
It is a rare occurrence when the sound- 
track of a tv commercial recalls on 
radio the original visual image of a 




''there is a 
bonus transfer 
quality" 



television commercial. In some circum- 
stances an auditory stimulus actually 
recalls a specific visual image. But this 
synesthetic quality occurs rarely and 
onh where the creative work has been 
particularlv well executed so that both 
auditory and visual stimuli are vivid 
and are closelv intcr-relatcd. 

But in the overwhelming number of 
cases what is transferred is the mood 
which the visual imaae orisinallv 



created. W e have all seen examples, 
ill our daily lives, of this relationship: 
the screeching of brakes may conjure 
up an automobile accident witnessed 
months or years before; an old refrain 
may recall an event from the past. 
But these are mood images — fear, 
romance, anticipation. They are not 
sharp, clear pictures such as one sees 
on television or in a magazine. 

So it is with advertising, as ^\-e have 
discovered in our own testing of tele- 
vision commercials. In our new method 
of probing consumer Motivating /Re- 
sponse Patterns — which we call MRP 
— we have found very few consumers 
who have the talent for such sharp 
visualization, even where the com- 
mercial is an effective one. 

Yet there is a 'bonus' transfer quality 
operating when a 'good' commercial 
— one that moves the consumer to 'do 
something about it' — appears on tv and 
later on radio. That 'bonus" is the 
mood the television commercial has 
created in the minds of the viewers. 

What the radio commercial can hope 
to gain from its television counter- 
part is not a specific image but an 
awakening of the totality of a mood, 
a mood that will motivate the vie\ver 
toward the product. This, after all, 
is the ideal toward which every com- 
mercial strives. 



Dr. Jaye S. Niefeld, Manager. Advertis- 
ing Research Services, M cCann-Erickson 
Radio is not just "tv without a picture 
tube." Only rarely would we expect 
an effective tv commercial to be equally 
effective on radio — without at least 
some modification. Ilie audio portion 
of a good tv commercial generally 
complements and supports the video 
portion and is carefullv integrated with 
the presentation. Since the function 
of the soundtrack is to re-inforce and 
not simply repeat the \ isual elements 



'18 
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of till" foiiimcrcial, the aiidii) cIciiiiMits 
art! iiblf to >taii(l aloiic. 

I'lifif arc, liowtn cr, several iiuliible 
exceptions. In j;eiicral, if llie ^iMIal 
aspect of tlie coiiiiiiercial is lli<;lll^ 
iiiiiisiial Ifitlicr ^er^ stiikiuf; or ^er\ 
eiitertaiiiiiij; ) . we inij;lit expect the 
soiiiidtrat k if properly kej etl to the 
^■i(leo eh'iiieiits to approach a replica- 
tion of the orijiinal impact. 

It nui>t he -"aid, of course, that nnich 
of the listener's ability to associate 
radio commercials with their original 
tv counterparts will depend upon tiie 
anionnt of exposure to the ori<^iuals. 
The more exposnre, the greater tiie 
likelihood that the soundtrack ^\ill re- 
sult in recall of the video presentation. 
Would ain regular tv viewer hearing 
on the radio tiiat a certain dentifrice 
"guards . . . guards . . . guards" his 
teeth not remember those words in the 
t^' commercial booming directly toward 
him therough his t\' screen? Or. upon 
hearing the \ erbal sallies of the Broth- 




ers Piel. would not any self-respecting 
t^■ ^•ie^ver recall the antics of those t^vo 
wondrous pur^e^ ors of malt and hops? 

The factors important in the suc- 
cessful use of t\" soundtracks on radio 
would seem to be: 

1. Highly unusual visual presenta- 
ti(ms which are extremely memorable 
and re(piire onh certain audible 
stimuli or cues to bring to mind the 
video portion of the commercial. 

2. Kc}- audio sounds (including 
voices) which co-ordinate with the 
video in t^' commercials and act a« 
aided recall cues in evoking the video 
presentation. 

3. Distinctive voices ^vllich are eas- 
il} associated with the product or 
identified with the tv characters they 
represent. 

Radio and television are two dif- 
ferent and distinct media. Creati^e 
personnel ^vrite for the one in quite 
a diflerent fashion than for the other. 
For the most part, a t^ commercial 
soundtrack can be adapted to radio, 
but seldom can it simply be trans- 
planted without modification. ^ 
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Coinpliinenls of our Friatids 



Our friends arc paunchy-pursed listeners 
with $2,739,749,000.00 to spend. They and 
I'ulse place us firsi in any Monday- 
thru-Friday quarter-hour, day or night. 
Ask John Blair. 

WBNS RADIO 

COLUMBUS, OHIO 




Folks are in love ivith 

1st in audience— 1st in results— 1st in the hearts of Washington, D.C. 
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WTIX is first in latest New Orleans Pnlse with l9S)^,c averag-e share of 
daytime audience.* 

And here's something else Pulse reveals: AVTIX has UKu-e Pulse 
points than any other Xew Orleans radio station from fi a.m. to 
12 midniglit, Sunday through Saturday. Hooper, too. shows "\VTIX to 
be first all day in this ll-station market. This is what Storz Station 
programming', ideas and excitement have done to Xew Orleans radio 
listening, and continue to do month after mouth. This audience 
pulling power has been bringing satisfying results to more and more 
national and local Advertisers. How about you? Get the details from 
Adam Y(mng or AVTIX General :\Ianager FRED BEKT11P:LS0X. 

*() a.m.-li p.m., Monday-Friday, Nov. Dec, 1950. 

WTIX first in audience hi NEW ORLEANS 



The 


Storz Stations 


TODD STORZ, 


Today's 


Radio for Today's 


Selling 


President 


WDGY 


WHB 


WQAM 


KOWH WTIX 


Minneapolis-St. 


Paul Kansas City 


Miami 


Omaha New Orleans 




Represented by John Blair & Co. 




Represented by Adam Young Inc. 
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// tirrldy listing of clinngfs 

ui llif adi I'rtisinn and hroad/ ast firhls 



NEW AND RENk 



NEW ON TELEVISION NETWORKS 



SPONSOR 


AGENCY 


STATIONS 


PROGRAM, time, start, duration 


American Telephone & Telegraph, NY 


Ayer, Phila 


ABC 




Telephone Time; Th 10-10:30 pm; 11 Apr; 52 wks 


Ameriean Tobaeeo, NY 


SSC&B, NY 


NBC 


119 


Wells Fargo; alt M 8:30-9 pm ; 25 Mar-17 Feb, 195B 


General Foods, White Plains, NY 


Y&R, NY 


NBC 


119 


Wells Fargo; alt M 8:30-9 pm; 18 Mar-1 July 


Lever Bros, NY 


Ogiivy, Benson & Mather, NY 


CBS 


IH 


The Brothers; alt Tu 8.30-9 pm ; 19 Feb; 52 wks 


Minnesota Mining & Mfg, Detroit 


BBDO, Minneapolis 


NBC 


70 


Queen For A Day; alt Th 4:00-4:15 pm ; 14 Mar-19 Dee 


Minnesota Mining & Mfg, Detroit 


BBDO, Minneapolis 


NBC 


63 


Tie Tac Dough; alt Th 12:15-12:30 pm; 14 Mar-19 Dee 


Pittsburgh Plate Class, Pittsburgh 


Maxon, Detroit 


CBS 


78 


Carry Moore; alt F 10-10:15 am; 12 Apr; 6 wks 


Polaroid, Cambridge, Mass 


Doyle Dane Bernbaeh, NY 


NBC 


129 


Steve Allen; Su 8-9 pm ; 21 Apr-23 june; 6 programs 


Standard Brands, NY 


Bates. NY 


NBC 


70 


Queen For A Day: alt Tu 4-4.15 pm; 16 Apr-1 Apr, 1958 


Wesson Oil, New Orleans 


Fitzgerald, New Orleans 


NBC 


78 


Comedy Time; M 5-5:15 pm; 25 Feb-3 June 


Wesson Oil, New Orleans 


Fitzgerald, New Orleans 


NBC 


65 


NBC ,'vlatinee Theater; M 3-4 pm ; 15 parties; 25 Feb-3 June 



RENEWED ON TELEVISION NETWORKS 

SPONSOR AGENCY STATIONS PROGRAM, time, start, duration 

General Foods, White Plains, NY Y&R, NY CBS 77 Arthur Godfrey Time; Th 10:30-10:45 am; 7 Mar; 52 wks 



BROADCAST INDUSTRY EXECUTIVES 



NAME 


FORMER AFFILIATION 


NEW AFFILIATION 


William Bernal 


-Storyboard, NY, writer & studio rep 


Robert Lawrence Productions. NY, creative super 


)im Burgess - 




WLW-A, Atlanta, sis mgr 


joG Cella 


Tv Guide, Cin, regional editor & production super 


WLW, WLW-T. Cin, mgr press relations 


Don Durgin 


ABC, NY, vp chg radio net 


NBC, NY, dir sis planning-tv net 


Ken Firnstahl 


_KEVE, Minneapolis, sis 


..Same, gen mgr & sis mgr 


Richard L. Geismar 


DuMont B'easting, NY. asst treas 


Same, also exec asst to pres 


). C. Hauser, )r. 


.KOTV, Tulsa, acet exec 


Same, asst commercial mgr 


Hal Kennedy 


_KVOR, Colorado Springs, newscaster & dj 


KKTV, Colorado Springs-Pueblo, sis service dir 


Lynn E. Knox 


WHAS-TV, Louisville, Ky, sis 


. WIN-T, Fort Wayne, Ind, local & regional sis mgr 


C. |. Krcidlcr 


KDYL, Salt Lake City, sis 


Same, mgr local & nat sis 


jack Link 


KIDO-TV, Boise, Idaho, program dir 


KING, Seattle, program dir 


William S. Lydle 


WHDL, Olcan, NY 


WSVA AM-FM-TV, Harrisonburg, Va, sis 


)aek Lynn 


WABD, NY, film buyer & mgr film programs 


DuMont B'easting, NY, film buyer 


Bill Mathews 


Young & Rubieam, NY, merch dept 


Edward Petry, NY, research-radio promotion dept 


William D. Megahee 


Miami Daily News, Miami, nat sis staff 


WTVJ, Miami, nat sis rep 


Gerry Mulderrig 


Danecr-Fitzgerald-Sample, NY 


Venard, Rintoul & MeConncll, NY, sis 


John Palmer 


WNBC, W Hartford, Conn, tv traffic mgr 


Same, asst program mgr & tv production super 


Robert S. Regan 


KGB, San Diego, program dir 


Same, vp 


James A. Stabile 


— ABC, NY, vp 0 gen counsel 


NBC, NY, mgr talent negotiations 


Joseph M. Tasker, Jr. 


WKNB, W Hartford, Conn, music dir 


Same, also radio program super 


William C. Whalen 


WNBC, W Hartford, Conn, tv production super 


. NBC, NY, production staff 


Frank Young 


Screen Gems, NY, press dir 


National Telefilm Associates. NY. film net publicity 



STATION CHANGES 

KBIX, Muskogee, Okia, has appointed Burn-Smith nati reps 

KECC, Pittsburg, Cal, has been purchased by Les Malloy, Jack Grant 

and Benny Strong 
KLFY-TV, Lafayette. La, has become an affiliate of CBS Tv Net 
KONO-TV, San Antonio, is new tv station owned by Mission Telecasting 

Corp 

KXOK, St. Louis, will discontinue ABC affiliation early this spring 



WANN, Annapolis. Md. has appointed Walker Representation Co natI 
reps 

WGKV, Charleston, W Va, is now an affiliate of the ABC Radio Net 
WHLI, Hempstead, NY, has been granted permission by FCC to increase 

its power to 10.000 watts 
WKNK, Muskegon, Mich, has been bought by Music Broadcasting Co, 

pending FCC approval 
WSJM. St. Joseph. Mich, has appointed Joseph Hershey McGillvra natI reps 



NEW^FIRMS, NEW OFFICES (Change 

Ansel Film Studios, NY, new tv commercial film studio, is located 
45 W 45th St 

Avery Knodel, Chi, has moved to Suite 3125, Prudential Plaza 

Stars National, NY, has opened a Dallas office in Suite 624. 1000 Mail 

Telepix Corp, Hy, has opened a NY office at 420 Madison Ave 



of address) 

at Le Ora Thompson Associates. Hy. new in field of tv film commercials. 

sales promotion, educational and industrial films, has opened offices at 
733 N La Brea Ave 

< Triangle Publications. NY, has moved the natI sales office of the Radio 

& Tv Div to new quarters at 485 Lexington Ave 
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SUMMER HIATUS? 




NOT FOR US! 



YEAR-ROUND SELLING? 




DOGGONE RIGHT! 



And for good reoson! In New York, 
summertime viewing drops 23% 
(Februory to August, Pulse). While 
in Son Diego, summertime viewing 
drops only 8% in the some period! 
Summer one/ winter, the sets-ln-use figures 
are higher in San Diego than in New 
York City! 

12 months a year, Channel 10 Daytime 
Audience Rotings STAY NUMBER ONE! 
Lynn Taylor sells Son Diego Women 
on "Pontry Ployhouse" 2-4 pm Mon- 
Fri, TOP RATING IN TIME PERIOD - 
fl WOMEN'S SHOW IN SAN DIEGO! 
Johnny Downs sells Son Diego Kids 
on "Johnny Downs Express" 4-6 pm 
Mon-Fri, HIGHEST DAYTIME RATING 
IN THE SAN DIEGO MARKET! 

Summer Participations Now Available 

KFSD-TV 

NBC BASIC 
3642 Enterprise St., 
SAN DIEGO 

Represented by The Koti Agency 




National and regional spot buys 
in work now or recently completed 

SPOT BUYS 



TV BUYS 

TREND OF THE WEEK: Ma ny companies whose advertising is 
largely seasonal arc concentrating on tv. Apparent thinking is that: 
(1) visual impact is necessary to sell a product quickly and (2) the 
jtrestige of television is iinpoitant in establishing confidence for a 
primarily seasonal advertiser. Note below Japan Canned Crab Sales 
Co., Ltd., of Tokyo, which has bought tv in major cities. 

J. L. Prescott Co., Passaic, N. J., is buying time in five Eastern 
cities for 10- and 2U-second film commercials. Product is Dazzle 
Bleach: 10-12 announcements will be aired per week in each market 
and the length of the campaign will vary in each market. Buying is 
completed. Buyer: Miss Lee Petry. Agency: Monroe Dreher, 
New York. 

Japan Canned Crabmeat' Sales Co., Ltd., Tok}o, an association 
of packers and exporters of canned Japanese crabmeat, is buying tv 
participations on local women's shows in major markets. Impor- 
tant personalities will demonstrate various attractive dishes. Aver- 
age number of announcements per market each week is two. Cam- 
paign will run through Lent. Buving has been completed. Agenc) : 
Gotham-Vladimir, Inc. Buyer: Cy Kagan. 

Procter & Gamble, Cincinnati, is buving heavilv in the Southwest. 
The campaign for its Gleeni toothpaste will start mid-March and 
run for an indefinite period. Announcements of various lengths 
will be placed during nighttime hours. Bu\ ing is not completed. 
Buyer: Ethel Wielder. Agency: Compton. New York. 

RADIO BUYS 

TREND OF THE WEEK: .More clients are creating several dif- 
ferent commercials for their campaigns. New approach sustains ad- 
vertiser s slogan and music identification, but provides opportunity 
to stress several sales appeals. It also minimizes negative reaction to 
hard-sell and lessens the listener's point-of-fatigue at which he shuts 
out the advertising mentally. Note below Phillips Petroleum's three- 
commercial approach. 

Atlantic Refining Co., Philadelphia, is planning an East Coast 
campaign to promote its Atlantic gasoline and motor oils. Sched- 
ule will start sometime in March. Buying has not begun. Buyer: 
Bill Millar. Agency, N. W. Ayer, New York. 

Berolio Import Co., Inc., New York, for its Filippo berio olive oil, 
is buying Italian programs in Chicago and New York Cit\ : minutes 
in English and Italian in New England and Philadelphia. Sched- 
ules run from 26 to 52 weeks. Buying is completed. Buyer: Joyce 
Peters. Agenc\ : Emil Mogul. New York. 
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Fostnor Inc., Iniii^loii, \. J., Ic^liiij: il> new ci^iircllf lij:lilcr. 
l{()\\»Mil;i ill lliulford and Toledo. In Tiilcdo. oiic-ininnU' |)iii ti('i|):i- 
li(in> will l)f l)onj;lit (hiring (Lutiiiic and carK cvcniiif: lioiiis. 'I o 
it'arii a^ wide an andi»'ii( c a- |)()s-il)lc, all t} |h*- of -^liow^ will |)c 
n-cd. Avt'rnj;(' iiniiihcr of aiinoiincciiii'iils jxt week will |)c 2"). In 
Hartford, eillicr 21 ^|)ols per week or two fi\ (•-iiiiiiiilc new- ca-l-; 
a(ro>s (lie hoard at «!:.'{0 a.m. and |).iii. will he |)nnlia*('d. \ 

|)i{r di'ali'r-nu'rrliaiidi>inj' |)roiiioru)n is |>lanii('d, with ^ah- force \ i-^iU 
and niailiii<;> to dealers. \j:eiir\ : Lew in, W'illiaiii & Sa\ lor. New 
York. Bn\cr: Norman Uaer. 

Lever Bros. Co., New ^ ork, is lliinkinp: of renew iiijr iu |)re^eiil 
cani|)ai}:n for ^^|)r\ in 4.") markets in late \|)ril. Seliedide will run 
for a|>j)ro\iinalel\ 1() weeks. Minnie and eliaiiibreak e.l.'^ ^\ill he 
placed dnriiiji morniiij: and afternoon honrs. \^enc\ : Kcinoii & 
Kikhardl. New 1 ork. Hu\er: Koherl Iv. Kihrick. 

Sterling Drug Products, Div. of Slerling l)rn<i Inc.. is condiicliiir; 
a lest in New Orlcan- and Honslon for 13 weeks for its Anld'nife. 
Koaclid'rufe and Mouse-I'rnfe line. Live ()()-seeoiid annoiinccnienls 
will be s|i)iii'd during da\linie liours willi a women's audience in 
mind. A\erai;e nnmher of announcements ])er week in each market 
is three. Bu\ in<x ha^ heen com|)leled. \jrenc\ : I hom|isoii-Koch. 
Bn\er: Koherl Hall. 



RADIO & TV BUYS 

American Home Foods, Div. of American Home Products Corj)., 
New York, is huyinp in ap|)roxiniately 12 markets not reached hv 
its network programing. Thirteen-week schednle is for its Chef-l)o\- 
i\r-l)ee pizza and Clief-Hoy-Ar-Dee mushroom and hrown graw. 
Minute e.t. s and li\e annonncenients will he slotted at mostly morn- 
ing hours during late week days. The next cam|jaign will hegin in 
the fall. Rnying is completed. Buyer: Russ "1 oung. Ageiic\ : 
Vonng & Ruhicam. New York. 

Bakers Franchise Corp., New York, is hnying radio and tv an- 
nouncements nation-wide for its Lite Diet Bread. Campaign will 
last ap|)roxiniately 13 ^veeks in most markets. Radio plan is satura- 
tion on 150 stations; 15-30 one-minute and 30-second announce- 
ments a week on each. On tele\ ision, one minute particijiations will 
be placed on 15 stations, plus co-sponsorship of the AH-Slar Movie 
program seven days a week on W \'l \ , New ^ ork. Frequency w ill 
be the same as radio. Opening dates for radio and t\ will be stag- 
gered, beginning this month. Rnving is not completed. \genc\ : 
Emil Mogul. New York. Buyer: Lynn Diamond. 

Phillips Petroleum Co., Bartlesville. Okla.. is adding 40 markets to 
the camjiaign that began a short time ago. Phillips will rotate one 
minute live annonncenients to promote: (1) Phillips "66 gasoline; 
(2) Tro|)-Arctic motor oil: (3) station service. Personalities will 
slant commercials to a male audience. Most of the schedules will 
start in April, the rest in July and August. All will run until the 
end of the vear. Average number of announcement.* per week in 
each market is 10. Pattern: earK morning, late afternoon and earh 
evening. Buving has not begun. Bu\er: Rill Hinman. .\gene\ : 
Lambert il Feaslev. New York. 



WHEN DOES THE EAGLE 
FLY IN DETROIT? 




1' -ii 









ASK THE COLONEL ! 

I — 'ITu; PGW Colonel knowh — i 
the principal piiyday.H. llie 
.shopping (lays, and liow 
many people work nl what 
jol>8 in the motor city ... as 
well as in 26 oilier markets 
lie sells. 

Peters. Griffex. 

ARD, INC. 

TELEMSIO.'N SALES 

250 Park Ave., New York, N.Y. 



the BIG SWITCH 
15 to WIBG 



-o'-the 

MORNING 

SHOW 




• /..'-^i .TOM DONAHUl 

WIBG 

5UBUIIAN STATION IIDG.. PHIU. ]. PA. Rl k liOC 
Nofionof Kepresentattve RADtO-TV tltpmt niainti 
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WWRL NEW YORK CITY 



iP/t — 



* Floyd Cowan, 53 
Hamilton Terrace, 
New York, N. Y. 



WWRL'S PERSONALITrES SEI.!. 

more merchandise for sponsors by: 
Delivering the largest NEGRO 

AUDIENCE for your product. . . . 
Supporting your schedule with a 
barrage of CONSUMER ADS. . . . 

MERCHANDISING CREWS work 
full time in Supermarkets and drug 
stores for you. . . . FREE. . . . 

LOW SELLING COST of 12c per 
thousand. . . . 

caW or write 




BEST FOR NEGRO PROGRAMS 



IS THE WATER SOFT 
IN SAN ANTONIO? * 




ASK THE COLONEL ! 

I — '^Superfluous sounding to — | 
some, hut a very important 
question to the advertisers 
of soaps, shampoos, deter- 
gents, water conditioners 
an<l many other pro(hicts. 

PiETERS. GkIFFIN. 

Woodward, kvc. 
TELEVISION SALES 

250 Park Ave., New York, N.Y. 



News and Idea 

WRAP-UP 



ADVERTISERS 

I.ehii & Fink has changed its l)asic 
sah»s theme on Lysol. 

Instead of stressing the disinfectant 
slant, Lysol now also seeks to be ac- 
cepted a* an even'day cleanser and 
soap. 

The new approach is being intro- 
duced on two of NBC TV's daytime 
shows. Queen for a Day and // Could 
Be You. 



Reynohls Wrap has bound up its 
1956 advertising ideas and promotions 
in brochure designed Hke an old-style 
farmer s Almanac. The booklet, "The 
lleynolds \\ rap Alumanac." highhghts 
50 ad programs of the past year in- 
cluding its tv show, Circus Boy, and 
Reynolds "'farm radio network," the 
sponsored farm service radio shows on 
key regional stations. . . . The Fox 
Head Brewery plans a unique ad ap- 
proach for its "400" brand this year. 
Market research has convinced the 
beer firm that fishermen ''ofler a prime 
market of the greatest importance." 
The campaign calls for the institution 
of a telephone information ser\'ice for 
Isaac Waltons. plus a tagged fishing 
contest to be held in Illinois on 12 
April. Fox Head will use a local radio 
show" on \^ BBM, Chicago, along with 
saturation radio spot to augment the 
fishing theme. Schram Advertising is 
the brewery's agency. 
KCA's sales topped the $1 billion 
mark again in 1956 — for the second 
successive year. Sales for 1956 
reached $1,127,774,000. up seven per 
cent over 1955. However, net profits 
were ofl. Met profit in 1956 was $40.- 
031,000 compared to $47,525,000 for 
the previous year. (Both figures, after 
taxes.) . . . Foremost Dairies* net 
earnings reached SIO.160.000. a 17.7*^1^ 
rise over the 1955 figure of $8,637.- 
038. The 1956 figure represents an 
all-time high for the company. 
R. B. CoUett has left Young & Rubi- 
cani s Toronto office to become adver- 
tising advisor to the marketing divi- 



sions of l^ever Bros., Toronto. New 
manager of the Y&R Toronto branch: 
Trevor G. Goodman, former account 
supervisor. 

Davi<l J. Mahoney, president of the 
Good Humor Corp., is all for satura- 
tion radio. 

At the RTES seminar in New York 
last week, Mahoney gave this reason: 

• Since using spot radio on a satu- 
ration basis, his company's sales vol- 
ume is up 40*^^ — profits up 60%. 

• Mahoney also offers this advice 
to timebuyers and account execs trying 
to sell clients on saturation — stress 
high profit, not cheapness and cover- 
age. 

William F. Laporte, former presi- 
dent of Viliitehall Pharmacal Co., has 
been elected vice president of Ameri- 
can Home Products Corp. New presi- 
dent of Whitehall is Elliott A. Bowles, 
former executive vice president. La- 
porte is also a member of the opera- 
tions committee of American Home 
Products. 

AGENCIES 

The rising tv costs prohlem, as 
seen by Y&R president Sigurd S. 
Larnion, shapes up like this: 

• Difficultv of maintaining effective 
advertising continuity at prevailing tv 
prices. 

• Witli the coming of color tv "as- 
tronomical cost'' may be piled on 
"astronomical cost. 

Larmon feels that cost must be 
curbed and even "worked down" or 
there may be real difficulties ahead. 

His remarks were made at the Oma- 
ha Advertising Club last week follow- 
ing his participation in the dedication 
and cornerstone layng at KETV's 
studios. 

Turning to local tv, Larnion empha- 
sized that agencies and advertisers are 
aware of the value of local television. 
?Ie pointed out that during 1956 Y&R's 
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l\ cvin-iKliliti'o for 
(low II tlii> \\a\ : SI 
wriil to >\)Ot [\\ 



\l- rliciil-- l)i()k(' 
out of ('\ <'r\ S I- 



This iMoiilc ol" tlir >.ii|n'r luiiikrt 
r\|»:iiisioii \\:is put roi-\s:inl l»y 
Kdlint I\ rliaiiinaii of 

tin' I»oar«l of diirrloi s of K(.'I{, last 
w rrk : 

t]itn ciith . ().()()() items ;ne sokl in 
super iiuukels as eompiired to .'i.OOO 
items just l.i vears ngo. \lso -H.OOO 
stores now aeeoiiiit for 70' < of the 
total food Ititsitu'ss. ImU in 1910 it took 
110,000 stores to aeeoiiiiiiodate the 
same 70' i . 

Cariie\ fe<'ls tliat, ''With so many 
super iiiaikel- and so few rierks avail- 
aide, tlu' maiuifactiirer must go over 
the head of the retailer and -^ell the 
ronsiiiner direeth tliroiiiih ad\ertis- 
injr." Therefore the ad\ ertisintr eo^t 
of two-lliirds of one cent of e\er\ dol- 
lar of >ales is "inexpensive and cer- 
tainly not wasteful. " 

This eall for iumv attitudes to\var<l 
c<ui|ierati\ <' a<l\ t'rtisinji wax a<l- 
vanetMl hy Grey hist >\eek: 

• I tiderstandiiig that promotion via 
the retailer is now another marketing 
tool. 

• The recent revolution in distribu- 
tion has changed the manufacturer- 
retailer relation?hij) to the point uhere 
the dealer is not just a hu) er I of mer- 
chandise) but he is also a seller fof 
promotion"! . 

• Treat coo|jerati\e advertising a? 
a '"puichase. not an allowance." 

New ag;eiic\ a|i|)(iintiiieiits : Grey 
Ad\ertising for California \ational 
Productions. Gre\ will handle all ad- 
vertising for the XBC snbsidiars 's four 
divisions: NBC TV Films, \BC Thea- 
trical. XBC Merchandising and \BC 
Film Ser\ ices. . . . Walker Sausse\ for 
tile California \\ ine Vssn. for Fleven 
Cellars and Ambassador Wines. . . . 
Foote. Cone & Belding for S. A. Schon- 
hrunn & Co.. >a\arin brand coffee as 
of 1 \pril. 

Realigiinieiit at Kiissel M. Seeds 
C<i. establishes an executive commit- 
tee and a management council desigiie 1 
to invobe top personnel more fullv in 
agency management. Here's bow the 
two groups will operate: 

The executive committee — will deal 
directlv with administrative functions. 



Meml)ei>: llan\ B. ('.oldsinil li. Jr. 
I who become-^ >enior \ .p. I ; Man 
I'o-ter. itdiiiini-ti alion \ .p.; and Dean 
l.aii(li>. \.p. dieiit iclatioii-. 

The liKlliageil eiit eoniicil N\ill op<'l- 
ate ill both cicjitixe and management 
area-, \leiiibei -- ; the e\eeiiti\e com- 
I littee pin- .lame- \\ itiieicll, Je— >e 
I i\erm..re. Dale Meltrltolf, I'Ved W ill- 
-on. Lee Mai-liall. Don Beed and Kn>s 
^ ouiig. 

The eommittee will report direetU 
lo l''reeiiian K.e\e-i, pre-ideni and ebair- 
man of tlie board. Ilarr\ II. Mans. 



(•\< (nli\c \.p.. be( (imeN I li.nrmaii of 
the |io;iid of dir<-< lor- niidci the new 
-i-t lip. 

Kohei't I.,, r'ureiiiaii ha- been e|c( leil 
an e\e(iili\e Nice pie-ideiit at IIUDO 
and been appointed cliaii man of tin- 
plan- board, i I oremaii i- a e<iiiiribiil- 

illg editor of sj'oXSOK I 

|{hiiiie-riioiii|»soii for the BiB (!oip. 
(fruit juice- 1. Media phm- call for 
Use of radio with t\ ''under di-ciJ--ioii 
. . . I lonig-(>oopci for \\()-et (,o. 
(Owip. pre— iiii/i'd w li ippcd-crcaiii I . 



KONO 

SELLS 

BEST 

IN THE 

GREAT 
SOUTHWEST 




CHECK YOUR "AYES" 
BEFORE YOU BUY! 

Get the facts on the San Antonio Radio 
audiences before you "yes" any schedule 
KONO is a great power . . . proved by 
88 national advertisers who buy 
KONO Radio year after year. 

• 

860 kc 5000 watts * 



K 




N 


O 



SAN ANTONIO 



RADIO 



Get the Facts . . . from your 
H-R or Clarke Brown Man 
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Here's an iilea at work at Watts, 
Payne Advertising, Tulsa: How to 
sell jour ageney via cartoons. 

The agencv is currently sending out 
a smart little brochure exjilaining the 
operation of its radio-tv dpjjartnient 
via the method of having a cartoon 
character named "Mr. Advertiser"' take 
a j)icture tour of broadcast media de- 
jiartment in jiarticidar and the agency 
in general. Mr. Advertiser is intro- 
duced to the staff and told exactly how 
each member functions. 

KutliraufT & Ryan has confrrmed the 
report it is buying the Los Angeles 



agency, 31. B. Seott, In<-. . . . BBDO 

has elected four new directors: Fred 
Barrett, v.p. in cliarge of media; Len 
Care\, v.p. and account supervisor; 
W. Barry McCarthy, v.p. and account 
supervisor; and Harold Olsen, v.p. and 
an art director. 

J. \S alter Thompson's new oCTice in 
Lima. Peru, makes the score now total 
38 oiEces throughout the world with 
eight located in Latin America. . . . 
Georgi* C. Oswald, national account 
e>ecutive at Kenyon & Eckhardt, has 
been appointed supervisor of regional 
offices and also will be in charge of 
the agency's international business. . . . 



TE 



ESSEE'S 




KNOX V 



IS COVERED BY 



WBIR-IV 



A N N E L 



10 



316,000 watts covering more 
than 50 prosperous counties 
in Tenn., Ky. and N. C. One 
of the Nation's most power- 
ful stations. 



KET 



Metropolitan 

Area Rank 

MEMPHIS 

KNOXVILLE 

NASHVILLE 

CHATTANOOGA 



Call Your K A T Z 
For Availabilities 



MAN 





YE 



ESSEE" 




Mel Jaeohson is the new media di- 
rector for John Mather Lupton Co. 
James D. Evans and Harry G. 
Kebel have been elected vice presi- 
dents of Lynn Baker. Inc. Evans will 
also expand duties to serve on the 
plans board and as executive super- 
visor of the media dejiartinent. . . . 
Watts Waeker has been appointed 
media director at 1). P. Brother & Co. 
replacing Carl Georgi, Jr. who has 
joined Camjjbell-Ewald as v.p. and me- 
dia director. 

Grant Advertising has aj^pointed 
Tom Johnston, J. R. Conroy and 
George Sampson as vice presidents 
and directors of the public relations 
division. Under the direction of Jack 
Bailhe, v.p. and director of domestic 
and international public relations, 
Johnston will supervise operations on 
the East Coast and in the South. Con- 
roy will head up ^lidwest and South- 
west activities, and Sampson will be in 
charge of the West Coast. 

NETWORKS 

Here's the way the realignment at 
CBS TV works out : 

William H. Hylan has been appoint- 
ed vice president of sales administra- 
tion. Thomas Dawson, newly appoint- 
ed vice president of network sales, will 
report to Hylan. 

Wilham B. Lodge has been appoint- 
ed vice president of station relations 
and engineering. Edward P. Sliurick, 
vice president and director of station 
relations, will report to Lodge. 

More fall programing notes from 
iNBC TV. 

The Alcoa-Goodyear Sunday night 
dramas will be dropped after the 22 
September show. Alcoa however has 
picked up a half-hour on alternate 
Monday nights 9:30-10 p.m. Goodyear 
has not vet decided whether it will 
join Alcoa in the new time slot, nor 
has a specific program been picked. 

The Alcoa buy also means that the 
new Hitchcock series for \BC PV will 
be reduced from an hour and a half 
to 60 minutes (Mondays 10-11 p.m.). 

Status of Robert Montgomery Pre- 
sents is still uj) in the air. The pro- 
sram is definitelv out of the Mondav 
9:30-10:30 p.m. spot but may find a 
berth later in the weeklv schedule. 

Good l/oru/jjg with Will Rogers. Jr. 
w ill be replaced by Country Style, mu- 
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sic sliow, on (IMS r\ !> 
April. Aiiollirr iiiiiox iiliim in t'iirU- 
hioriiiiijl |)i()j;iaiiiiiij; on (]!>> 1 \' w ill 
lie Iwo Ll-iuinnlc news .-Iiows ill 7:l.i 
a. 111. ;uul H: !.") u.in. . . . iMK' 'I '^' will 
|)roj;riini U a^on Train in llic Wednes- 
day 7 :.'^0-8:.'?() p.m. spol. No -ixmsor 
lias been tiiiiiouiicfd as \t'l. 
TIk- MU: TV AHi T.I inirli.nok sr- 
ric'K >< l for M()ii(la\ iiiplits ronic lu-xt 
fall will now lie an liour ( 10-11 |).iii.) 
instead of an lionr-and-a-lialf. In llic 
iiieanliiiio llilelieock lias al>o signed a 
roiilrael lo roiiliniie his CIIS Sunday 
nij;Iit lialf-liour series lliroiijili Se|)leiii- 
I)or 19.i[!. . . . S<'r»'»Mi (inns has re- 
newed its agroeiiioiit with CUS TV for 
filniinp sunie of the I'layliouse W se- 
ries. The renewal call> for a iiiiiiiiiiiiiii 
of five new films for use during the 
1957-58 season. SC is under contract 
to produce right i'ln\ house 90 films 
for the 195r)-.57 season. 



It's one <ini/. ont nnd one hack !n 
:it CHS TV. The Tuesday night Do 
You Trust Your W'ije will he dropped 
as of 2 April. A new iiuisical series 
featuring S|)ike Jones will he the re- 
placeiiieiit. L&M will continue to spon- 
sor the 10:30-11 p.m. time period 
weekly. 

Kemaining in the line u|), however, 
will he Giant Step. General Mills has 
had a change of heart about the Wed- 
nesday kid-(|uiz deciding to ride with 
the show for another 13 weeks. 

On the situation comedy front, the 
in-again-out-again Brothers show is 
now definitely out again. But is due 
to be replaced by another situation 
eoniedy. Private Secretary, as of Tues- 
day. 2 A|)ril. Lever Bros, and Sheaffcr 
I'en will sponsor. 

TV STATIONS 

Here's a sneeessfiil promotion 
iMea from WSAZ-AM & TV. Hnnt- 
in<<;ton. Vi'. \ a. 

The stations joined the Huntington 
Automobile Dealers \ssociation in 
holding a local auto show. 

During the tliree-da\ c\eiit a total 
of rtl ears were displaced and over 
10.000 people attended. 

The show was promoted via both 
radio and tv aiiiiouiieements. bill- 
boards, bus cards and newspaper. The 
stations also imported star names, gave 
awa\ nightiv door prizes and used the 
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auto >h()w lloor foi oi igiiiatioii of 
iiianv local >ho\\s. 

(i.lC.'s neu price :i(ljn«tnient on 
riidio :ind tv broadcast f«|nipnM-iit 
will add ahonl lO'i to o>rr-all 
opiipnuMit costs for nev> .Ht:itions 
•:oin'; on the air. 

S|)ecific |)ri( e cliaiigo ha\'e not been 
r<"\ealc(l as \et but |)rodiicts alT(?cted 
iiiclnde: liigli-|)o\\er broadcast trans- 
mitters and antennas, studio cameras, 
power sii|)|)lies. etc. 

I v applications: Between 2.) iVbrii- 
ary and 2 March two applications for 
new -talioii-. were filed, one construc- 
tion permit was granted and one new 
station took to the air. 

\pplicatioiis were made b\ : Central 
Kansa- Telex isioii Co., Great Bend, 
Kan., for Channel II. Garden City, 
.53.68 kw \ i-iual. with tower 510 feet 
abo\e a>erage terrain, plant $138,721. 
\earl\ operating cost S25,000: and by 
T(devi>ioii For New Ilaiii|)shire. Inc.. 
for Channel 9. Manchester. 288 kw 
visual, with tower 1026 feet abo\e aver- 
age terrain, plant $501,420, yearly 
o|)erating cost $530,850. 

Con-^truction permit went to San 
Angclo Telex ision Co. for Channel 3. 
San Angelo, Tex., permit allows 3.02 
kw visual. 

New station on the air was KTVt'O- 
TV. Casper, Wyo., Channel 2. .208 
kw \ isual. temporarv antenna, ABC 
TV and NBC T\' afTdiation with CBS 
TV on per program basis. 



Utah's <;o\ernor. George D. Clyde. 



has si<inr<l tin 



tv translator hill 

which will permit counties, munici- 
palities and school boards to use recre- 
ation funds to build tv translator sta- 



tinn-<. This will add an eslimatid 
70,000 \iewris to the I tall t\ box 
score. 



RADIO STATIONS 

WISN's nev\ pro^rraniing concept. 
M(i('.slr«>s (111(1 M iisicdim was re- 
cently the basis lor a very siu'ce--- 
fnl pronM>tion idea. 

The Milwaiiket; station eoiidnctcd a 
contest asking for dcsci ijiiions of the 
miisie-|)crs<)iKdit\ format. Tiitries a\- 
craged 1000 a week dnrliig the 30-da\ 
duration. 'To|) prize was a tri|) to New 
^ ork and tickets to "\I\ l air Lad\ ". 

Kntries were reeei\ <^d from 75 < ities 
in \\ is(;()iisin. 

Maestros and Musicana is an aroniid- 
tlic-clock |)rograiiiiiig concept featur- 
ing |>"ps concert iinisic ami personali- 
ties who "concentrate their remarks on 
the music." 

A lend-lease arr:ni<:enu'nt has heen 
set np hy W'll*. I'hihnh'lphia. and 
W TI'A, Annapolis. whcreb\ the sta- 
tions will exchange two major pro- 
grams each da\ . . . KLUS. Ibjuston. 
has been sold to the M( Lendon Invest- 
ment Corp. for $525,000. McLendon 



WHAT'S NEW WITH 
"DAMETIME" TELEVISION? 




1 



ASK THE COLONEL! 



I — The row Colonel has 

\>ritton a hook on the suh- 
ject of daytime vie»inj;. Not 
a very long hook, hut one 
that sliouhl l)e very interest- 
ing to the advertisers of 
soaps an<l 8oups an<l such 
. . . that are sohl to »onien. 

Peters. Griffl-v 

Wo DDWARD. 

TELE^]S]()^ S.\LE? 

250 Park Ave., New York, N.Y. 



People 




RIRMINGHAM 

THE Voice OF ALABAMA 

idtw\ Blair & Co. 




IT'S TOMORROW 



. . . in high style at the 
NEW 1957 CADILUC. .. 
with EVERYTHING in our 
PLANNED PLAYGROUND 
of pleasure to make your 
winter vacation the most 
glorious of your life! 



2 



per 

person 

double 

occ. 

from 

March 

16th 



Only % 15to March 15th 

including BREAKFAST 
and GOURMET DINNERS 

THE NEW 



CADILLAC 

HOTEL CABANA CLUB 

PREMIERE SEASON 

Complete Blockfront of Ocean Privacy 
39th to 40th Streets, MIAMI BEACH 

JACK LOW. General Manager • BERNARD RESNICK. Manaeint Director 
Send for your FREE color brochure, see your favorite Travel Agent, 
or phone— NEW YORK . . . Wl 7-8854 or MU 2-4072 




1,048,342 
WOMEN 



arc aclttnlly ii-alchirig "Danic- 
tiiiie" ])r{>graiiis on the Tele- 
vision Stations rej)re*eiited by 



For full details and 
latest availabilities 



ASK THE COLONEL! 

PjEters. Griffin. 

Woodward. INC. 

TEJ.EYISIO^^ SALES 

\^ 250 Park Ave., New York, N.Y. 




alr(^a(l\ owns three radio stations and 
one t\ station in I exas. 
Walter (1. Jcjlinsoii has been ap- 
pointed vice president of the Travelers 
Broadeastiii'! Service Corp. and general 
manager of radio and tv operations 
for WTIC. Hartford . . . WIIK. Cleve- 
land, Ohio's first radio station cele- 
brated its 35th anniversary on 5 
Mairh. 

Arlliiir M. Tolcliiii, director of 
W'MGM. ^>e\\ \ork. has been elected 
V .p. <jf W'MGM broadcasting Corp. 
Transfer of the station from Loew's. 
Inc. to W'MGM Broadcasting was re- 
centlv approved by the FCC . . . 
were and WCTC-FM, Ncu Bruns- 
wick. X. J., have been bought b\ a 
group headed b\ Joseph L. Rosenniiller 
and Peter A. Bordes. Also participat- 
ing in the purchase is Louis J. Appel, 
Jr., president of W'SBA and WSBA-TV. 
Purchase price, $215,000. 

FILM 

Though feature fihiis are still eut- 
tiiig a eoiiipetitive swath through 
the syndication business, some 
bright spots have appeared in the 
lialf-hour-series side. 

In some respects, syndicators of half- 
hour series are more optimistic than 
they were before the impact of features 
was felt. 

Their optimism covers a critical 
facet of the business: the time it takes 
to get of? the cost hook on a quality 
series. 

Among those smiling broadly is CBS 
Tv Film Sales which, after only three 
months, has gotten its money back on 
Whirlybirds. This money includes both 
overhead and sales, the latter being 
low an\ way because of the speed in 
selling the show. 

-\t presstime. Wliirlyhirds was sold 
in 120 markets for a gross of ?1.4 
million. 

-\mon" other shows Hoirg well are 
XTA's Sheriff of Cochise, spread in 
174 markets after less than five months, 
and TPA's llawheye, the Last of the 
Mohicans. TPA is also gathering the 
fruits of Hatrkeye's distribution in 
Ensiland and Canada. 

All three shows, and others as well, 
are. it should be pointed out. being 
backed heavily in the promotion de- 
partment. 

What's been happening to the busi- 
ness? More national advertisers are 



becoming interested in half-hours, says 
CBS Film Sales. 



Business may be looking up (see story 
above) but syndicators are having 
their troubles in the cost area. 

Ziv President John Sinn complains 
that, while shows shot this spring will 
cost from 20 to 10*^? more than last 
vear, syndicators will be getting no 
more than 10 to 15' r more this fall. 

Location photography is the prime 
factor in cost rises, Sinn notes, but 
adds that Ziv has no intention of 
sacrificing outdoor production values 
to keep costs down. 



NBC Film's I ictory at Sea bagged a 
7.8 (ARB) rating on New York s 
W'PIX in February after its eighth run. 
Sponsored by K. J. Reynolds and G. E., 
the show bowed only to two web 
shows. Private Secretary and Ruggles 
of Red Gap in a seven-station market 
at 7:30 p.m. Sunday. . . . W'BKB 
Chicago, has landed one of the biggest 
feature film sales to a local retail ad- 
vertiser. Purchaser: Jim Moran of 
Courtesy Ford Motors. Deal: films 
from NTA's "Rocket 86" package out 
of Twentieth-Centurv-Fox. 



RESEARCH 

Broadcast Advertisers Report is 
HOW publishing a master index of 
its spot report by brand naiues. 

This means that for the first time 
all local, regional and spot activity will 
be banded together in one book by 
categories. 




"KRIZ Phoenix suggested a vaca- 
tion at the Grand Canyon, but I 
decided I wanted a change." 
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H AIv (l;tta is ^iitlicred l)\ intmitni iiij; 
in 20 markets. In I'Ku nwr KI.OtMl 
local lioiiis will lie tapc-rcconlcd and 
prtx't'sst'd. 

'I Ir' new index will .■-er\e as a enm- 
|)aiiinii to the iietwnik reports j;i\iiijz 
a eoiiiplele pietiire on national eani- 
pai^iis. re<.'ional aiul local follow - 
tliroii}ili and eoopcratlM* tie-ins. 

Tlie iiiii\er!*;il nppeal of t«'(e\ isioii 
is (lenuMistratcd l>y tliese 'V\ \\ 
(indiiijis (based on researeli eoii- 
diieled l>y I'lilse) : 

• I'iiiie spent on t\ 1)\ all lion>e- 
liolds in the V. S. is three times great- 
er than time spent 1)\ them with news- 
papers. 

• liu-ome hou.-eholds with SIO.OOO 
and oxer aiinnal income .--pend ahont 
tlie same anitnnit of time watching t\ 
as households with Sl.OOO-So.OOO. 
( Findings indicate that when amuial 
litnisehold income reaches .$4,000 or 
iiiore. better than rune out of 10 ha\ e 
[\ sets.) 

• Education — if the head of the 
hoiiselitdd has had college training, the 
av erage da\ "s \ ie\ving is se\en hours. 
In homes classified in the grade school 
lex el. the a\ era<ie da\'s \iew in" is \ er\ 
similar. sc\en hours and 10 minutes. 



Tliore lu c now 8 t5 tv stations and 
56 million tv sets in the world — 

these figures are from the 1957 Spring- 
Summer edition of Television Fact- 
book. 

Statistics for the United States alone 
show 196 tv stations and 42 million 
sets. Outside of the U. S.. the leaders 
are: Great Britain, with 19 stations 
and 6.5 million sets; Canada, with 37 
stations and 2.-15 million sets; and 
USSR with 31 stations and 1.3 million 
sets. All other tv nations have less 
tiian 1 million sets. 

ASSOCIATIONS 

A(l\ ertising; exponditiu'es will top 
SIH billion annually by 1966 and 
radio's share will be close to S2 
billion this is the estimate of Kevin 
S\veeney. Radio .\dvcrtising Bureau 
president. 

Sweenc) feels this tripling of radio's 
current annual billing ( in the next 10 
years) "will not alter present sources 
of radio"? business. * Local advertiser"? 
vvill continue to be the source of over 
60 percent of radio billings, even 



though top n.rtional atb ert i-«rr-> are 
rctrrrniirg to the medium. 

The Vcadeni_\ ol Telex i^ion Vrt>- 
and ."^eience^ lias laid llu- gronnd- 
\*ork lor the formation of a writ- 
er's \sorksbo[). 

In a special meeting la-t week acade- 
ui\ mendicrs nominated a conrmittee 
to explore the functions arul prnce- 
diires of the work>hop. Main pnrposo 
di>.cu»ed were ( 1 I iinprox emerrt of 
t\ [)rograming. (2) formation of a 
"-cIdoI for l\ writers, (^onunittee 
meiid)ers include: Moit Abrahams. Ted 
\pstein. l-!\el\n l)iirke\ . I'adth ("ha- 
\e\sk\. Leo l)a\ is. Kthel Frank. Fran- 
ces Head. Nat lliken. Marlnw Lewis. 
W'orthiiigton Miner, Joe Schrank. \l- 
leii Schwimmer. Rod Serling. David 
Swift, Mildrtvl \ermont. Helen W'al- 
yt>\c. and Lawrence Langner. Ihree 
substitute rru-rnbers were aLo nomi- 
nated along with two disinterested 
board members. 

The first issne of the professional 
journal for tlu» radio and tele- 
\isi(m business has jnst been pub- 
lished b\ the Association for Profes- 
sional Broadcasting Fdrrcation. 

File Cimadian Association of Kadio 
and Telexision Broadcasters An- 
nual Conxention to be held in Quebec 
City on 25-27 March will be divided 
into three sessions. I\ailro Day on 
25 March, closed business ses>ion for 
members and associates onh on 26 
March and Television Day on 27 
March. 

STOCK MARKET 



Men ill r\ |iriiitoi lion iilt my : 

I Ik 1" t I i < I ir fl III J Jiiilr, 



Follow ing 



stocks in air media and 
related fields are listed each issue 
with quotations for Tuesda\ this week 
and Tuesday the week before. Quota- 
tions supplied b\ Merrill L\ ncli. 
Pierce. Fenner and Reane. 





Tiif<. 


Tiies. 


Nel 




26 Pel). 


.5 Marcli 


( .liansc 


A etc 


York Slock 


Exchange 




M'.-PT 


2V-2 


21 


1 ., 


\T&T 


i:7"-s 


179' t 




Avco 


6''s 


6's 


+ ^ 


CB> -A " 


31' s 


32"s 


+ P'. 


Cohnnbia Pit 


17 


18' .J 




Loew "s 


19 


lyi, 




Paraniounl 


30 1. J 


32-S 


+2', 


RCA 


32's 


34 




Slorer 


26'^ 


26'.. 


+ U 


20lli-Fo\ 


23 


2.5' o 


-f2'o 


^ anier Bro<. 


25\ 


26' t 


+ '2 


W e-lingliodse 


53'... 


54's 




American Stock 


Exchange 




Mlicd \rti<ts 


3' 2 


3's 


+ ^ 


C&C Super 


1 


1 




DiiMoni Lab< 


5 


4's 


1 ^ 


(itiild Film- 


3'i 


3'j 


+ '4 


NT \ 


8"-s 


8\ 






t I 
/ I 
1 ; 



• \MM\IION 

• sOt M) 

• I Mis \M) 
OITK \l.s 



UAMIESON 

FILM COMPANY 

3 825 Brynn • TA3-8158 • Dnilns 

"cltenii include: 

F'ilzjieraM \dvc^Ii^i^p \grnc\ 
Crauford \ Purtcr NdverUsinp. Inc 
McCann-Krick^on. Inc. 
Trac) Lo< ke Company, Inc." 



RCA 
TV 

Equipment for 

LEASE 

or SALE 

This is your opportunity to 
get into the TV business at 
minimum of cost. 

Complete UHF channel 36- 
TV station, from live camera 
to antenna. All RCA equip- 
ment, used only 14 months. 
Save tax dollars by low month- 
ly lease plan or buy part and 
lease part. Save 72% on the 
package. 

VHF'er may have all but 
transmitter and antenna. 

Get full details NOW 

HAROLD H. THOMS 

75 Elk Mt. Scenic Hwy. 
Asheville, N. C. 
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N.EW, ADDITIONAL SURVEY PROOF: 
WNHC-TV — seven days a week, sign on to 
sign off — delivers average audiences 210% 
greater than top New York City station reach- 
ing any part of the area; 244% greater than 
Hartford; 174% greater than New Britain. 
Kail KATZ for the proof: ARB, Nov. 1956; 
PULSE, Oct. 1 956; NIELSEN NCS #2, 1 956. 





WNHC-TV 

NEW HAVEN-HARTFORD, CONN. 

Channel 8 

ABC-TV* CBS-TV 
Represented by KATZ 



operated by: Radio and Television DIv. / Triangle Publications, Inc. / 4-6tln & IVIarket Sts., Philadelphia 39, Pa. 
WFIL-AM«FM«TV, Philadelphia, Pa. /WNBF-AM«FM .TV, Binghamton.N.Y. 
WHGB-AM, Harrisburg, Pa. /^FBG-AM • TV, Aitoona, Pa. /WNHC-AM • FM • TV, New Haven-Hartford, Conn. 
National Sales Office, 485 Lexington Avenue, New York 17, New York 

FSBECIALLY IN HARTFORl 



//7/«/'j happening in U. S. Government 
that affects spoasois, agencies, stations 



WASHINGTON WEEK 

i)cHI>il(' tlu! proceedings now under w;iy, tli(; F(X Iiuh no intention of shifting 

all — or ewn » major part of television In-oadcaHling to UIIF. 

9 MARCH . , . , , f 

Copyright 1957 " ccrtanily won t be done ior years, and ccrtamlj not witlnint ponitive assurance 

SPONSOR PUBLICATIONS INC. tluit UllF CUU (lo tllC jol) 118 WcU aS VIIF. 

That, in substance, is what FCC chairman George McCoiniaughey told the Senate Com- 
merce Conniiittee this week. 

iMcConnaughey also made the following points at the hearing — and drew some sharp 
barbs from Senator Pastore (D., R.l.) : 

• The conunission would, however, push ahead with deinterniixtnre in specific 
areas (in addition to those on which the FCC acted the week before). 

• The conunission cannot make a VHF station accept a UIIF assignment with- 
ont complete hearings. Compelling public interest must be proved, and assurance given 
that the public will not lose service. 

Questioning of other FCC commissioners disclosed there was wide open disagree- 
ment among themselves on deintermixture. 

For instance, Commissioner iMack criticized the FCC for not enough deintermixture, 
while Commissioner Doerl'er said that the slcps already taken are depriving rural areas of 
tv service. And, anyway, he was anti-deintermixture. 

Commissioner Craven submitted a brief favoring his plan for dropping the table of 
tv allocations altogether in favor of considering station applications on a case-by-case basis. 

The session ended with the ominous feeling that on the following Thursday (14j dis- 
agreements among the commissioners will multiply. 

Senator Pastore's chief peeve was the failure to remove the tax from all-channel 
viewing sets. He wanted to know whether it was impossible for a majority of the commis- 
sioners to agree on nationwide deintermixture. McConnaughey conceded that at this stage 
it looked that way. 



The session with the Senate Commerce Committee was just the heginning of 
a series of committee hops on Capitol Hill for the FCC's commissioners during the 
next few weeks. 

McConnaughey also told the Commerce Committee the FCC expects to make an early de- 
cision on pay tv. 

Meantime, CBS TV got in a few licks on the pay-tv issue. 

The network circulated among Senate Commerce Committee members a point-by-point 
refutation of the committee staff's report. 
CBS's brief made these points: 

• The FCC is not in a position right now to pass on the technical merits of the 
competing systems. 

• There would be little genuine protection for the public in the suggestion that the 
promoters of pay tv bear all costs of the tests. 

• The decision as to whether such pay service should be authorized and, if so, the nature 
and extent of the regulations required are matters for Congress to decide. 



FCC chairman McConnaughey said at a recent NARTB meeting here that he would 
favor a five-year term for station license renewals (in place of the present three- 
year period). 

This puts him in agreement with a considerahle hody of opinion in Congress, 
which would have to authorize a change. 
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GETTING THE MOST 



More SELL in 
Commercials 7 

Will that clever use of trademark plus 
pro duct- in- use surely fix the brand name 
in the viewer's mind? Not if the picture is 
dull, indistinct and poorly reproduced by 
obsolete film equipment. The first step to 
more "sell" in film commercials really 
must start v/ith station facilities. It's no 
trick at all to impart "snap" and realism 
v/ith modern RCA film room equipment. 




YOUR FILM DOLLAR 



Have Picture Quality 

that Advertisers want . . 

And Keep Your Operating Costs Down ! 

Here are three ways to improve film quality and reduce 
operating costs at the same time: 

a. Use a Vidicon film camera 

b. Use professional projectors 

c. Use an up-to-date multiplexer 

RCA Vidicon Film Camera operation not only gives the best picture 
quality, but transforms wastefulness (caused by inefficiency 
of outmoded equipment) to profit. 

Professional Film and Slide Projectors save operating dollars. 
Lamp costs are lower — lamps can operate until burn-out. Thirty to 
fifty hours of operation are not unusual for a normail 10-hour lamp. 
Rebate costs on lost commercials due to lamp faOure are eliminated, 
thanks to the automatic lamp change feature. You get business 
protection plus the high quality these projectors impart. 

The RCA TP-15 Multiplexer, providing efficient layout of the system, 
assures lower costs through ease of maintenance and expansion. 

The RCA Vidicon Fibn System provides 
the standard of film reproduction by which 
all other methods and equipment are judged. 



Ask the RCA Broadcast Representative to show 
you our detailed new film manual, "Planning TV 
Film Facilities for Color and Monochrome." 



RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 

In Canada: RCA VICTOR Company Lfd., Monfreal 




TmMs) IS 



A round-up of trade talk, 
trends and tips for admen 



I 



SPONSOR HEARS 



i 
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RAB is applying "The Man from Cunningham & Walsh" huildup to its vari- 
ous specialists. 

Right now, Lud Richards, whose field i5 life insurance, has been assigned to spend a 
week with an insurance salesman to observe office and sales procedure. 



McCanii-Erickson's spectacular rise may well be due, in part, to the nimble 
"fire fighting" brigade ^^ith which president Marion Harper, Jr. has surrounded 
himself. 

It consists of general staff officers — as distinguished from line officers — who can douse an 
account crisis, shore up a weak spot in plans, or produce the right research or the right solu- 
tion at the right time. Each also is a seasoned specialist in some field — like tobacco, foods, 
beverages, etc. 

Among the "fire fighters" you'll find Harry Berk, E. H. (Ehitch) Ellis, Anthony 
(Toby) Hyde, and Robert E. Healy. 

Tv billings are sk}^-high, but that hasn't stopped a fertilizer maker from spread- 
ing this proposition to stations: 

He's offering to sponsor a 15-minute film — all commercial — to be run on a one-time 
basis. If the mail order return is satisfactory, the station will get an order for a 
repeat run. 

Some station reps still are shy about answering query No. 8 in the question- 
naire submitted by Dean Roscoe L. Barrow's broadcast network study committee 
for the FCC. 

The information sought in this question concerns the rep's list of tv stations, dollar 
volume for each, and the rep's compensation. 

Main reason for the reps' caution: the possibility that members of Dean Barrow's 
staff later may wind up in the rep business themselves. 



Only four of the pioneers who were w^th CBS when it moved from the Paramount 
Tower to 485 Madison in 1930 are still wth the company: 

William S. Paley, Lawrence Lowman (general v.p.), William Ensign (sales), 



and Al Bryant (head of the messenger room), 



SPONSOR HEARS (via repeated inquiries and phone calls) that the "cost-per-thousand- 
homes-per-commercial-minute" yardstick still is a somewhat hazy concept. 
Here is how you arrive at C-P-M-H-P-C-M : 

1) Add gross cost of the show and net cost of time to get the total amount a sponsor 
actually shells out for a program. 

2) Now take the average number of viewing homes in thousands (your rating 
service or research division has it— or can get it) and divide that into sponsor's total 
cost, which you computed in the step above. This will give you the cost-per-thousand 
homes. 

3) Divide this figure by the number of commercial minutes in the show — that 
is, divide by 3 for a half-hour show. 6 for an hour show, etc. That gives you the C-P-M-H- 
P-C-M. (The 3 and 6 apply, of course, only to night-time shows.) 

If you want to get really elaborate about it. however, you can take one last step: Com- 
pute the cost-per-thousand-viewers (instead of merely the per-homes figure). In working 
this out. use 2.5 view^ers per home. 
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lO KEY QUESTIONS 

(Coiitiiiiicd from pufir 21!) 

ii(K iTtisci wild liuprs lo ii'iicli li()ii-.e- 
\\i\rs can do ju^t nlxnit ;is well 1>\ 
lining tlii< pt'iiod ;i< lii" c;iii with tli;il 
iit 7 to ti.iii. 1 lit" s;iiii(? I'lil^o stii(]\ 
iiii'litioiicd ;il>o\i; showed, for i'\jiiii|)l<', 
tliat ;it .') p.m. with iicailj 2^)'^'r of 
M t<-iii-usf, .'il out of (.'\ci\ 100 li-lcii- 
crs arc wonioii. At <> a.iii.. with m-arlv 
M)' '< of sets iti ii-f. 31 out of o\('ry 
10() hslciRT^ ail' women. reoiiajicis 
reprex'iit oid\ ahoni of the 

li>tciiiiii; audience at S p.m. \notlier 
inleroi^tinjr point is that jiets-iii-nse he- 
twi'cn .'^ and rt p.m. and betwpon 7 and 
0 a.m. average out jnst about the same 
28 ^' . 

Once enough ad\erlisers reappraise 
lho>e other radio honr.s in the dav, the 
inchistry may f\iu\ i\ great deal less 
rrouding in the early morning block. 
(In the ne\t issue of stn)\sou, this sul)- 
jecl will be treated in a fnlMength fea- 
ture.) 

7. \\'liere daytiiiie t\ lie;i«Ied? 

Problems of daytime lele\ ision, 
with its \ ast unexplored areas of pro- 
graming combined with a basic linuta- 



lion in potential reacli, an- easing. I'ro- 
giam and cost >hiHlIingM at all three 
ni'tworks aie pointed to one goal: gain- 
ing bigger da\limt' audience- foi the 
nie(lium il-elf and for the network-- 
indi\ idnally. 

I)a\lime costs, tiadilionallv h;df 
those of nighttime rates, got a icvolu- 
tioiiary lii-alment a fortnight ago when 
\r>C IN' set a three-to-one ratio with 
(hntiiuc a third the co-t of niglitlinn? 
periods. It's possible \I!C TV, in \o. 
2 position among the networks. ma\ 
foil tnv. with ('US T\ liohling pat. 

Clients still womler about (la\tinie 
amiienres, necessaril) limited to non- 
working women, youngsters and chil- 
dren, ^'et one of the bigge-l cosmetic 
companies plans intense experimenta- 
tion willi network tv in daytime hours 
this year and it has a record as a 
paee-setter. The networks are stri\ ing 
to gain more tune-in during the house- 
wife s work-a-day hours and to in- 
crease their own share of audience. 
XF?C T\' has made marked gains in 
ib.is direction in recent months, and 
ABC TV, after its recent delineation of 
plans, holds promise of increasing the 



X ope and the compelilioii in da\ - 
I inie |\ . 

I here s new progianiing to ptdl au- 
ilienres. \|i(, I'\ plans ;i methodieal 
nio\c |.ii< k fioni \liil.f\ ( liih 

ill the Kite aflewi ion to about 2 
o clock; ihcd it w dl n(<.\e into the 
nioining. CI!^ 'I \ , dominant in the 
da\tinie field, hinges its schi-dnles to 
its Mic(cssfit| >eriiils. \\iih manv 

nio\cs in the planning, has ju-l added 
nddda\ -hows. (.'Iiju'-I p and (^Inh ()(). 
lor colorcasliiig carried b\ a limited 
line-up of stations on a co-op basis. 

l'rogre'-si\ e >tatioiis arc bolstering 
local schedules as well, still stri\iiig to 
find the foriimla for an entertaining 
format within the budget range of the 
da\ time achertiser. 

De-pile the-e encouraging iniio\a- 
tioiis in programing and pricing, the 
dilemtiia for mo-t acb crli-^ers consider- 
ing daytime t\ remains the same: how- 
do you extend the reach of the da\- 
tinie audience, in terms of co\ eragcr, 
and gain sufficient lune-in to make the 
nece?>aril\ high costs of tv production 
worth the in\estmenl? 

Networks and local stations are get- 



v; -- . 



1^ 





TV in Fresno -- the big 
inland California market- 



means 



KMJ-TV 

Best local programs 
Basic NBC-TV affiliate 



■ J ^ I 



PAUL H. RAYMER, NATIONAL REPRESENTATIVE 
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FIRST IN DETROIT 

• PROGRAMMING 

• EXPERIENCE 

• SALES RESULTS 

ASK DETROITERS! 



WORLD'S FIRST RADIO STATION 
Owned and Operated by THE DETROIT NEWS 

Nolionol Represenlolives: Peters. Griffin. Woodword. Inc. 



WHAT ARE MIAMI'S 
MAJOR GROCERY CHAINS? 




ASK THE COLONEL! 



I — The PGW Colonel has a list- — i 
ing of grocery and drug 
chains, and department 
stores in ever-changing 
Miami . . . and in 26 other 
markets he sells. 



Peters. Griffin. 
Woodward. 

TELEVISION SALES 

250 Park Ave., New York, N.Y. 



ting moip e\enly divided pieces of tlie 
viewing pie. Their problem, and all of 
tlieir elTorts, hinge on the need to ex- 
pand the size of the pie in the first 
place. New live programs, and an 
emergence of more daytime film ofTer- 
ing>. are designed to pull in new view- 
ers. The strategy is to encourage the 
housewife to \\ateh for entertainment 
and information, despite her household 
work habits. 

8. How <lo you get the most out 
of the new network radio? 

Advertisers are flocking to network 
radio and the realization that the an- 
swer to this question is a single word 
— flexibility. The four networks are 
continuing their programing and sell- 
ing tactic of making time periods 
easier to buy and more maneuverable 
to the needs of the indi\ idual client. 

This maneuverability, combined with 
attractive costs, is returning bluechip 
ad'.ertisers to the fold of network radio 
as they haven't flocked for five years. 
Among the newest developments: ABC. 
Sl-plus-million order from the R. J. 
Reynolds Tobacco Co., for Camel; 
CBS, a S3 million sale to Lever Bros.; 
MBS, a 507-station lineup for the 
Quaker State Oil Co. \vhich includes 
Game of the Day and sportcasts shows: 
NBC, total sales of $500,000 in less 
than one week. 

New tune-in in all parts of the coun- 
try, and a re-evaluation of time costs, 
have prompted two major changes 
thus far — and there 11 be more. CBS 
Radio has just upped its daytime costs 
5^f , at the same time cutting its night- 
time rate by a third. And ABC Radio 
last month increased its morning time 
periods 4'T to 8%. NBC expects to 
realign its rates as coverage warrants 
it. Mutual — at this point — is holding 
to its cost schedule and its guaranteed 
circulation plan. 

As advertisers and agencies under- 
stand the scope within which they can 
buy network radio today, they're as- 
signing it sueh heretofore unusual 
tasks as a concentrated pre-spring sale 
drive for six weeks — a project current- 
ly contemplated by one of the mail or- 
der giants. Advertisers are taking ad- 
vantage of local cut-ins, and many — 
for the first time — are understanding 
how to merchandise radio at the local 
level. 

The cost and flexibility factor? lead 



to today's network radio buying pat- 
tern: more money from current net- 
work advertisers, more advertisers 
new to the medium and radio impres- 
sions in heavier saturation for adver- 
tisers with almost any kind of a budget. 

For the first time in many years, ad- 
vertisers and their agencies are ap- 
praising the content of their commer- 
cial time on network radio with the 
same intensity they show in judging 
cost and coverage factors when buying 
that time. They're assigning radio 
specialists to gear the commercial copy 
to the specific tastes of the audience, 
and one big soap advertiser makes 
rigid demands on its radio copy people 
for radio-only appeals. 

Ihis seems to be a self-evident ap- 
proach, but it hasn't been for a long 
time. A slipshod technique of buving 
"tonnage" and letting the copy pretty 
well take care of itself is giving away 
to the concept of ([uality in content as 
well as in the time slot. 

9. Will Detroit's co-op dropout 
influence other fields? 

There are some who feel that when 
Chrysler, Ford and GM discontinued 
their dealer co-op advertising plans in 
favor of afl-factor)- advertising funds, 
they may well have tied up the first 
straws in a broom that will sweep 
away all co-op ad systems. 

There is little doubt but that the ac- 
tion by the automotives has caused 
enough commotion to justifv' a re-ex- 
amination of co-op plans now used bv 
a multitude of industries. Some of 
these are: electrical appliances, foods, 
tires, drugs, gasolines, soft drinks, 
paints and clothing. Current estimates 
of advertising investments under such 
co-op systems range from SI to S2 bil- 
lion annually. Not all manufacturers 
are completely happy with their co-op 
plans, nor are all dealers kept con- 
tented. But the fact remains that more 
advertisers are using such plans and 
larger shares of ad budgets are being 
jioured into them. 

In shucking off their co-ops, the big 
three in autodom are now free to give 
all their dealers planned, consistent ad- 
vertising co\ erage. They Iiave the op- 
portunity to throw supjjort into a mar- 
ket where support is needed instead of 
heins obligated to cater to some local 
dealer's media whim that may have no 
relation whatever to the national ad- 
\ertising j)rogram. 

Practically every advertising excess 



06 



SPONSOR • 9 MARCH 1957 



jnd iiuil|)i'iiclicf WHS sj);i\mk'(1 in co-oj) 
(double kick-l);icks, etc.). 

Aii^liiifi for lociil rules wliellier mer- 
iteil or not has heeii \\ i(les|)rea(l un- 
der the eo-o|> system. .Miihi-|)r()(hiei 
Ihie di'iders have l)eeii |)la\iii<z one 
iiiaiiiifaeliirer iifiaiiisl another lo collect 
more moiie\ for lloor space or w indow 
ilis|)lays. in the auto (lehl. small town 
dealers c()m|)hiiued that under co-oj) 
the athiTlisinj; ad\aulaj;e went lo siih- 
urhan dealers who heiiefilled from 
holh their own local co\era{;e |)his 
o\er(low co\ crafje from melrofjolilan 
centers. The) thenisehes were left 
with little co\erage e\ce|)l their coun- 
try weeklies. \ow the factories are in 
a position to iiel|) them through such 
tilings as national spot l\- and radio. 
How successfnlh the new |)lan works 
for the antomoli\e industry ma\ have 
considerahle hearing on the future 
growth or siirinkagc of co-0|) adver- 
tising. (See 23 Fehrnary SPONSOR.) 

10. How can alteriKit<'->v<M'k 
sponsors work lojieliier hesl? 

Any venture jointly shareil invites 
misunderstandings and disagreements, 
and alternate-week sponsorships on 







THERrS Om ONE LEADER. 



KmF'TV4 MONTANA 

THE CONTINFWTAL DIVIDE STATION . BUTTE 



li*li*\ i-'ion are no exception. 1 hi' ke\ 
to coni|>alil)ilil\ lie^ in u ii-ali/alion 
of the ad\aiilagi's of sharing a show : 
(II economy; I 2) oj)porlimil) to cn|)- 
Inre a wider andience \>\ s|>lilling the 
huilgel among moie than oni' show. 
S|)onsors who might not ho able to 
alTord a wi-i'kl\ iiiglitlinic t\ show 
(ami who wish to lia\e more control 
of. and i(lenlil\ with a show than |)ar- 
tiei|)alious might gi\<' them) iia\e 
found lhc\ can ride the conlinuit) of 
a \\eekl\ show h\ sharing it with an 
alternate sponsor. The last week of 
found H nighttime network l\ 
programs shared on an alternate week 
basis b\ of! atherlisers. At the same 
lime indi\ idiiall) s|)onsoreil nightlime 
shows unmbered 59. while 12 parlici- 
|)aling and segmented shows were 
>iiared b) 39 clients. 

Despite an awareness of the advan- 
tages, bowe\('r, here are some prob- 
lems that are cropping up: 

• Franchises: Does liie client and 
agency who ha\ e j)ioneered the show 
and been in tiie time slot for the longer 
period of time enjoy more rights than 
the alternate client and agency? This 
is generalb accepted to be tiie case. 
But the degree of pri\ ilege that goes to 
the senior client and the division of 
agency fees must usually be worked 
out point by j)oinl to reach a good 
working arrangement. 

• Station line-ups: This problem 
usually arises where two clients don't 
need the same markets (i.e. a product 
that wants West Coast coverage 
shares a show with one that doesn't). 
Such problems can generally be 
worked out market-by-market through 
film, kines or local cut-ins. 

• Show promotion: Tiie question of 
which ailernale sponsor spends the 
most to promote the show is often a 
knotty one. Hie obvious solution is 
that each should do his siiare. 

• Lost commercials: \\ hen a minor 
commercial is lost through interrup- 
tion or pre-emption, will the major 
s|ionsor reind)urse at bis di.scount 
rale? While the networks cslablisii the 
discount rates, this is a (juestion which 
when it arises they prefer to side-step, 
it is up to the alternate agencies to 
negotiate such situations. The net- 
works regard show sharing in the same 
light as niatrinumy : the participants 
ha\e to learn to live with each 
other. ^ 



Ir'^f-^ POWER 
' ^ LUMBER 



AGRICULTURE 




5,^^t? WArrS'l280KC 



EUGENE. OREGON 

i^A^r MOR£ FAcrs p 

^coAjrAcr. w££D e co. 




KROD-TV 



out 

24 out of 30 

TOP SHOWS ARE 
KROD-TV 



December ARB 
SIGN ON TO SIGN OFF 

KROD-TV 62.4% 

Station B 36.1% 
Station C 6.5% 
OF THE EL PASO AUDIENCE 

Call Branham for other 
REVEALING FACTS! 



/ KROD-TV 

I CHANNEL 4 

V EL PASO TEXAS 



AFFILIATED with KROD-600 <c (SOOOw 
Owned & Operated by El Paso Times. Inc 



Rep. NatioMliy by the BRANHAM COMPANY 
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if it is . . . 



4 P.M. 

I V when you read this / 



1,139,502 
WOMEN 

are actitnllY tvatcltitia "Dame- 
lime"* profiram* on the Tele- 
vi>i<>ti Stalions rejiresenu-d by 



For full details and 
Itilesi tivnilabililiea 



ASK THE COLONEL ! 

Peters. Griffin. 
Woodward, inc. 

TELEVISION SALES 

^ 250 Park Ave., New York, N.Y. ^ 




/ 1 A SWEETHEART • 
' of aMARKET.-rr? 



DULUTH. 

MiHNac 



Superior 

WIS. 




IN THE 
HEART 
of a 



■ METAL 
EMPIRE 



2nd Largest Mdrkci m ihe Northwcit 
Hundreds of rrn Uoii^ of dollars ^pcn^ and propCifd — 
TACONITE MINING— New To*ns— SEAU AY — 
.New Payrolls 

To reach and sell this Mttl market your 

best buy is WDSM TV 

Top TV at the Top of the N.ition 

WDSM-TV 

NBC — CHANNEL 6 
A 3 BILLION DOLLAR MARKET 

Duluth 6l Superior 

Affiliated uith Duluth Herald and News-Tnbune 

f:' PETEns.GiuFFiN Woodward i^-c. 




Reps at work 




Dudley D. Brewer, radio-tv inanager, The Branham Co., Chicago, 
tliinks these steps would facilitate the spot buying process: (1) 
when a campaign is coming up, a letter should be sent to all the reps 
outlining plans for individual markets, length of announcements, 
hours, type of audience desired, the rate bracket, whether client 
wants a spot package. Then reps 
could alert the station to save an- 
nouncement slots, and have time 
to intelligently compile data rather 
than rush to the l>u\er's office 
with a marked log; (2) the buyer 
should schedule rep availabilities 
for different markets on different 
days to simplify bu)ing. If the 
schedule is to be in 75 or 100 
markets, for example, buyers usu- 
ally ask for availabilities at one 
time but they buy at different times 
on a city-by-city basis. Buyers should ask for avails on a city-by 
city basis, covering the availabilities in consecutive order. In this 
way the rep would be able to provide more information and deliver 
more and better avails. (3) After the purchase, the buyer should 
tell why he bought station X instead of Y. The rep doesn't question 
the buying of a competitor; only why he wasn't able to sell his. 

David A. Grimm, The Meeker Co., Inc., New York, comments: 
"In every business, time efficiency is important. But in our business, 
time efficiency is an operating basic. Our selling time must be used 
to the best advantage of the buyers at an agency, the agency's clients 
and our own stations. The interests of all are best served by pre- 
senting the facts completely, quick- 
ly and accurately. The bujer's 
time and the rep's time are both 
important. The buyer should not 
waste the rep's time with unneces- 
sary calls and waiting. The rep- 
resentative should not take advan- 
tage of the buyer s time with un- 
necessary conversation: 'blue sky' 
talk is not going to sell anyone. 
But the rep should provide the 
buyer with all the facts. And the 
buyer should give the representa- 
tive as much time as required to tell them. There are many con- 
siderations, such as local personalities, programing for specific 
groups, community respect for the station, etc.; buying strictly by 
numbers is an expensive way in the long run since the time bought 
too often does not reach the client's market. 'Time is money' is par- 
ticularly true when that time is used productively and efficiently.' 
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all but four 



WGBI tops the ratings in all but four of the 6S quarter-hours between 7:00 a.m. and Midnight, Monday 
through Friday, according to the November 1956 Pulse for the Scranton and Wilkes Barre region. 

This is doubly important because this is a double-market survey and WGBI is a double-market station. 
In fact, seldom does any one facility achieve such run-away dominance in even a single multi-station radio market. 

You need only one statioji— WGBI— to cover both yn a rkcts — Scranton and Wilkes Barre. 
Before you buy, be sure to see the regional rating report, covering both markets. 

WGBI radio 

CBS RADIO AFFILIATE Represeyited hy H-R Representatives, hic. 

New York • Chicago • San Francisco • Hollywood • Dallas • Atlanta • Houston • Xcw Orleans • Miami 
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^ lowest 
cost- per- thousand 



cost per thousand is 
44% lower than its 
closest rival. 




delivers 5.1 average 
between 8 and 5. No 
ratings below 4.4 
Pulse: Sept.-Oct. '56 




covers what counts! 
800.000 people in half 
millivolt contour. 
550,000 of them are 
in Franklin County . . . 
the home county. 




Columbus, Ohio 

the station with 
a personality. 



and (uM fkjoB 




Tv and radio 
NEWSMAKERS 



and research at Brother 
curricular ad activities. 



^^^^^P^^^^^H Carl Ceorgi, jr. lias joined Campbell- 

^^^^f ^^^^^M Ewald as vice president and director of 

I^^Y ^_^.-,J!^^B media. His appointment was announced 
I ^"^f^Z^ week by H. G. Little, president and 

f Lj^— V ^ chairman of Campbell-Ewald. Well known 
p ^C^^ industry, Georgi has been with D. P. 

^^^Kk^ ^^^^1 Brother & Co. since that agency Avas or- 
y^^^ll^ ^^I^B ganized in 1933. For the past 10 years he 

served as vice president in charge of media 
Georgi is an active participant in extra- 
He is a member of the National Outdoor 
Advertising Bureau, past chairman of the ^Michigan Council of the 
4A's, and also a memJ^er of the newspaper committee of the 
4A's. He is also on the board of directors of the Detroit Players, 
and is a member of the Detroit Adcraft Club and the Detroit Ath- 
letic Club. George was graduated from the University of Detroit. 

Ed Wallis is stepping out of his post as 
KYW radio and tv advertising and promo- 
tion manager to become sales manager for 
the radio arm of Westinghouse's Cleveland 
stations. On announcing the switchover, 
Gordon Davis, KYW general manager, 
said, "We are delighted with this appoint- 
ment. Mr. Wallis is particularly qualified 
for this position. His extensive back- 
ground in radio and television sales, programing and promotion will 
be especially important to us in 1957." Wallis has been active in 
broadcasting for the past 24 years, 19 of these years exclusively in 
radio. He joined the Westinghouse Broadcasting Co. in 1953 as 
advertising and promotion manager at WPTZ, Philadelphia. He 
has been with KYW since Westinghouse came to Cleveland in Janu- 
ary, 1956 and was responsible for the initial "take-over" promotions. 

^gga^ William j. Taylor has been appointed 

' ^^^^ managing director of the Southern Califor- 

nia Broadcasters Association. Taylor re- 
places Frank Crane, who resigned to join 

y^^a^Z^ J KPOP. Los Angeles, as director of na- 

y y^^^ tional sales and merchandising. Before 

V ^^^^^ joining the active and promotion minded 
^f* JKKKm broadcaster group, Taylor was general 
manager of KSLR, Oceanside, Calif. He 
began his advertising career in 1940 on the performing side of the 
microphone. He left broadcasting in 1947 to become a space sales- 
man for the jNIinneapolis Star & Tribune. In 1949 he returned to 
radio on the management side. Taylor has also worked in the 
agency field with Bozell &• Jacobs. McCann-Erickson and Foote, 
Cone & Belding. At FCB he handled radio-tA' production on such 
national accounts as: Rheingold, Purex. Sunkist and RKO Pictures. 
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Tell you why NEW BEDFORD folks like WJAR-TV... 




4« SPONSOR 




l: 



Food for thought at ANA 

Wc predict tliat the annual s])ring meeting of the ANA next 
week will i)e among the most exciting in the organization's 
47-year history. jMenihers will hear, for example, an initial 
report on ANA\s study of advertising agency compensation 
by Prof. Albert Frey of Dartmouth, ANA consultant. But 
we think that some of the most intense idea-exchange outside 
formal sessions will center around the many vital air media 
decisions confronting national advertisers today. 

To put some of these key issues in focus sponsor presents 
a report this issue (page 25) which we commend to the at- 
tention of ANA meeting delegates as w^ell as all other adver- 
tisers who this year are making air media decisions farther 
ahead than at any other period in recent times. 

Deintermixture will take years 

Despite the rash of deintermixture proceedings the FCC 
has underway advertisers should know^ deintermixture isn't 
accomplished fact. There may be months, even years of 
hearings and court action ahead. W^RGB, Schenectady, for 
example, will fight hard in response to the FCC order that it 
show cause why it should not be moved from v Channel 6 
to u Channel 47. It will probably be a long time before ad- 
vertisers need concern themselves with reevaluating the tv 
situation in Schenectady and some of the other markets af- 
fected by recent FCC moves. 

Five Commissioners 

In an unprecedented testimonial to an industry-minded 
broadcaster, five FCC Commissioners were on hand recently 
to help Clair R. McCoUough, president of W^GAL, Inc. of 
Lanca^ter. Pa., dedicate his 25-acre Television Center. 

On hand, too, were Hal Fellows, President of the NARTB; 
Pete Cash, President of TvB; and many more notables. 
FCC Chairman George C. McConnaughey, in a televised talk, 
referred to Mr. McCollough as "W^GAL's great president." 
\^liich proved that the Commission doesn't mind sounding 
off on a worthwhile >ubject and for a worthwhile broadcaster. 



THIS, WE FIGHT FOR: Spurljitg net radio 
sales emphasize the need jor published spend- 
ing figures. If the networks make this possible, 
they'll be the first to gain: as clients see nhat 
competitors do they II more in to counter. 




lO-SECOND SPOTS 

Pre-test: Back in 1950, Scliwerin Re- 
searcli did an audition-test on Cads 
and Scoundrels, a romantic story that 
rcvobed about a gambling casino in 
a Monaco-t)^)e setting. The young ac- 
tress who rated highest in the test Avas 
Grace Kelly. Research adds a new 
measurement — Future Effectiveness. 

Jobs wanted: From Variety — 
Entire tv staff — now running one of 
most successful stations in Midwest — 
desires change. News, sports, fresh ex- 
citing personalities — Madison Avenue 
t)'pe uniforms. Will travel — will con- 
sider any offer. 

Stampede in gray flannel suits! 

Double features: Quite a few New 
York movie houses (including Radio 
City jNIusic Hall) have tv sets in the 
lounges. One of these in the Bronx is 
showing "Fire Over England" which 
very likely played on its tv screen first 
since it was already presented as tv 
feature film in the area. 

Title search: NBC TV begins a new 
show called Panic. During its develop- 
ment it had an interesting succession 
of titles: Impact, Impasse, and Crisis. 
Some day they'll title one Help! Help! 

Blooper: The Plymouth dealers of 
Southern California and their agency, 
Stroniherger, LaVene, McKenzie, of 
Los Angeles, are taking this one in 
good spirits. During telecast of Paul 
Coates' Confidential File, the commer- 
cial called for a cut to a film of Plym- 
ouths rolling off a production line as 
the announcer in a hve pitch said, 
"Your Plymouth dealer has the model 
you want right now because the Los 
Angeles factory is turning out cars by 
the hundreds, week after week. . . ." 
But film control cut to the wrong film 
— a shot of a coolie pulling a rickshaw. 
It was part of a film taken in Hiro- 
shima for Coates' program. 

Lost & found: A set of upper false 
teeth, complete with one gold tooth, 
was found by a worker in a cotton field 
and turned in to station KOTN, Pine 
Bluff. Ark. The station broadcast the 
find, hut the owner has not yet claimed 
his teeth. Well, thir, how'th that for 
public thervith programing? 

Ketchup: Spot advertiser Heinz esti- 
mates per capita consumption of ket- 
chup has risen from two bottles annu- 
ally in the 1930 s to three and one-half 
in 1956. Maybe ue're not eating more 
but just beating the bottles less. 
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For nearly •ight years Tulsa viewers have 
laaked to KOTV as an integral part of their 
community. The dynamic force of KOTV 
televisian has been dedicated to enriching 
the lives and enlarging the experiences of 
this vast audience. Religious services tele- 
cast from Tulsa's many churches of various 
denominations, live presentations of Tulsa 
Opera productions, Tulsa Medical Society 
"House Call" and the award winning safety 
program, "Precious Cargo" reflect only a 
small part of the programs which have long 
identified KOTV as a prime motivating force 
in community life. KOTV, first in community 
tervice, first in Nielsen, ARB and Telepulse. 




Edward Petry & Co., Inc. 




No matter how you look at it, Nielsen 
proves that Channel 4 




has greater coverage than the 
Oklahoma City station! 
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MONTHLY COVERAGE 


13.7% 


more homes than the 

other Oklohomo City Stotion 


WEEKLY COVERAGE 


12.8% 


more homes than the 

other Oklahoma City Stotion 


DAYTIME CIRCULATION 


WEEKLY 


12.9% 


more homes than the 

other Oklahoma City Station 


DAILY 


13.8% 


more homes fhon the other 
Oklahoma City Station 




NIGHTTIME CIRCULATION J 




WEEKLY 


12.1% 


more homes than the 1 
other Oklahoma City Stotion | 




DAILY 


10.8% 


mare homes fhon the 

other Oklahoma City Station 





WKY-TV — 66 COUNTY COVERAGE 
OTHER STATION— 46 COUNTY COVERAGE 



Owned and Operated by THE WKY TELEVISION SYSTEM, INC. 
WKY-TV and WKY Radio, Oklahoma City 
WSFA-TV, Montgomery, Ala. V/TVT, Tampa, Fla. 
Represenfed byTHE KATZ AGENCY 




